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NEXT MONTE 


@ “How to Establish and Develop Basic Sales 
Ideas for Selling and Advertising,” by Prescott 
Winkley, of the copy department of James 
Thomas Chirurg Company, Boston agency. 
What would help your salesmen more than the 
establishment of some basic sales idea about 
your product around which to build their sales 
approach? Mr. Winkley will tell you how it 
has been done successfully in many cases. Get 
a basic sales idea and watch things pop. 


@ “What I Have Learned About Sales Letters,” 
by Edwin J. Heimer, vice-president, Barrett- 
Cravens Company, Chicago. Mr. Heimer is a 
champion of the sales letter. He has probably 
made more consistent use of sales letters than 
any other industrial advertiser, and what he has 
found to be necessary to make these letters pay 
will be revealed to you in this factual article. 


@ “Selling a Limited Group Economically.”— 
How The Dole Valve Company approached a 
limited group of less than one hundred auto: 
motive engineers with an inexpensive, yet prac 
tical and effective plan to introduce a new item 
in its line. Nearly every marketer has small, 
limited markets which he would like to “do 
something about™; this article will give you a 


key ta the problem 
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We asked nineteen leading air conditioning manufacturers about 
1938. On the average we found that they expect to do 40% more adver- 
tising than in 1937. Yes, 1938 promises to be another “big year.” 

If you manufacture any one of a hundred or more products used 
in air conditioning, NOW is the time to back your sales effort with adver- 
tising—an advertising campaign directed straight to the KEY MEN who 
specify and the KEY MEN who buy. 
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Here at Air Conditioning Headquarters, we can help you with such 
a sales-promotion problem. Publishing “Top” papers in BOTH fields, 
we can give you an unbiased recommendation—show you how to secure 
the most effective results at lowest possible cost. 


May we furnish complete data covering the industrial and com- 
mercial air conditioning market, the residential market, or both? Shall 
we contact you, or your agency? 


_—, KEEP UP-TO-DATE—READ “TRENDS” 


rr08tre 


place you on our mailing list to receive “Air Con 
ditioning Trends”, our monthly bulletin for sales 

and advertising executives. “Trends” keeps you 

posted on new developments and new sales pos- 

sibilities in BOTH air conditioning markets. No 
bligation, of course! 
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. . . in the Industrial, 
Commercial and Big- 
‘Building Air Condition- 
ing Market. 
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AMERICAN 
ARTISAN 


complete coverage of the 
purchase-controlling factors 
in the residential and small- 
building field—the warm 
air heating dealers and con- 
tractors who handle the 
bulk of all jobs. Each month 
this paper contains a wide 
of authoritative ar- 
conditioning data 
l importance to every 
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INDUSTRIAL MARKETING 


Markets in 1938 


Markets in 1938 generally will be as good as in 1937 







and in some cases better; especially will this be 


true for those who have an aggressive marketing plan 


® MARKETS for industrial goods in 1938 are expected to be as 
good, and in some cases better than in 1937, taking the’ new year 
as a whole. If no other factor causes resumption of buying, dimin- 
ishing inventories are expected to do the trick, according to stu- 
dents of that phase of the business situation. The political situa- 
tion is expected to clear sufficiently to give industry courage to 
increase operations, thus aiding employment and re-establishing 
buying power. Aside from these natural influences, however, 
every industry in its effort to profit through lower costs will auto- 
matically create a volume of business by adopting more efficient 
production equipment, processes, methods, and new materials. 

INDUSTRIAL MARKETING again has the privilege of presenting 
to its readers a review of markets for industrial goods as seen by 
the men it considers best informted on industrial activity — the 
business paper editors: 


@ Of all the summer air conditioning 
equipment offered for sale the most 
spectacular sales increase during 1937 
was in the so-called self-contained 
type of room units. The dollar volume 


Air Conditioning 

For 1937, the automatic heat and 
air conditioning industry should show 
a gain of about forty per cent over 
1936. This is the fourth consecutive 


year in which the industry has shown of sales of these units is now getting 





a gain of forty per cent or better over 
the previous year. With 1938 general 
business equaling 1937, this industry 
should show a gain of approximately 
twenty-five per cent. Even though 
general business may drop as much as 
ten per cent, automatic heat and air 
conditioning sales should still show a 
gain of ten to fifteen per cent.—R. L. 
BraDLEY, Managing Editor, Auto- 
matic Heat and Air Conditioning. 
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to be a sizable item as the estimated 
consumer value of this equipment was 
from ten to twelve million dollars 
during 1937. This represents an in- 
crease from virtually zero in 1932 or 
early 1933, when the first of these 
units began to appear. 

The number of stokers sold is now 
approaching the number of oil burn- 
ers sold in certain months during the 
year. It is expected that the annual 
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total for 1937 was approximately half 
the number of oil burners sold.—C. H. 
B. Hotcnkiss, Editor, Heating & 
Ventilating. 

@ At the present moment, from re- 
ports received, it looks as though man- 
ufacturers of warm air furnaces of all 
types, humidifying equipment, filters, 
control equipment, enjoyed somewhere 
between ten and twenty per cent in- 
crease over 1936 in 1937. Manufac- 
turers of air conditioning equipment 
undoubtedly had quite an increase, but 
in just what sizes or types of equip- 
ment, we are unable to determine as 
yet. 

There seems to be some little un- 
certainty as to 1938, but in our opin- 
ion this hesitancy is not based upon 
any doubt that 1938 will be as good 
or better than 1937, but rather a 
hesitancy of just what merchandising 
and management programs manufac- 
turers should follow between now and 
Easter. However, as a market for 
materials sold for the manufacture of 
air conditioning equipment in 1938, 
it should be a very good year.—J. D. 
Witper, Editor, American Artisan. 


Building and Construction 

The fourth year of construction in- 
dustry recovery closed in the middle 
of a moderate recession, but with a 











Keith B. Lydiard, account executive, Fred Glen Small agency, and vice-presi- 
dent, Technical Publicity Association, New York, puts “Industrial Marketing” 
right up in front in his holiday greeting—indicating, say we, that IM is part 
and parcel and the right bower of all progressive advertising executives 





definite gain over the preceding year. 
Recovery gains over 1936 were ap- 
proximately as follows: An increase 
of fifteen per cent in dollar volume of 
residential building; a dollar increase 
ot twenty-one per cent in non-resi- 
dential building; an increase ot forty 
per cent in public utilities construc- 
tion; and a decrease of twenty per 
cent in public works construction. 
From the point of view of owner- 
ship and financing, the program of 
the year 1937 showed a thirty-four 
per cent increase over 1936 in dollar 
volume of private building and engi- 
neering work, partially offset by a fif- 
teen per cent declin. in public work 
of all kinds, resulting in a general 
construction volume increase of about 
ten per cent. The final 1937 total for 
construction contracts awarded in the 
thirty-seven Eastern states will be 
$2,900,000,000, or a little over, com- 
pared with $2,675,000,000 in 1936. 
The duration of the current minor 
recession is problematical, and the new 
year promises to be one of stabiliza- 
tion of recovery rather than one of 
large volume increases. Chances are 
good for a quite moderate increase in 
residential building during the next 
twelve months, probably accompanied 
by moderate declines in non-residen- 
tial building and public works; ad- 
vancement of the expansion program 
ot the utilities is an open question at 
the moment. As the year opens the 
prospect ms to be for a total 1938 
construction equal to a slightly less 


total than that of the vear 1937.— 
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Tuomas S. Hoipen, Vice-President 
in Charge of Statistics and Research, 
F. W. Dodge Corporation. 

® Public construction promises to hold 
up well. Roads will take a half billion 
of federal and state money, and with 
other roads and street work should 
carry the total investment in this class 
of construction to near a billion dol- 
lars. Flood control and related hy- 
draulic construction will add large 
sums, and municipal betterments that 
can no longer be deferred are sure to 
carry the public-works total well 
above two and one-half billions. Pri- 
vate construction prospects are less 
definite, but have many favorable 
elements. 

Industry’s requirements for added 
modern mill and factory space are 
known to be so urgent that they can- 
not long go uncared for. As plant 
construction must be based on long- 
term rather than short-term calcula- 
tions, any reasonable financial condi- 
tions should enable industrial con- 
struction to overcome the slowing up 
of recent months and continue its 
upward trend. 

The huge volume of utility im- 
provement that has piled up during 
the depression promises to make an 
important addition to the year’s oper- 
ations, given only slight encourage- 
ment. Continuing gradual recovery of 
commercial construction may also 
develop, though the uncertainty 1s 
greater here. Railroad construction is 
likely to continue at an upkeep level. 


The total of private business construc- 


tion has every prospect of exceeding 
two billion dollars —F. E. ScHMITT, 
Editor, Engineering News-Re cord. 

@ Western construction in 1938 will 
continue to feature projects of record- 
breaking size, highway work involving 
extensive fleets of heavy grading 
equipment, and a growing backlog 
of municipal and local improvement 
in line with the steady growth of 
population. 

Emphasis on large projects now 
swings to the Central Valley in Cali- 
fornia, where a $140,000,000 program 
for water and power will start with 
award of major contracts early in 
1938. After months of negotiation, 
preliminaries are nearing completion, 
and work on two large-size dams, ex- 
tensive canal systems and a $20,000,- 
000 railroad relocation job are ready 
for calling bids. 

Western highway work continues 
to demand extensive equipment fleets 
because of the heavy grading required 
in the mountain locations, character- 
istic of this region. On a current 
project for highway relocation, in- 
volving 1,800,000 cu. yd. of excava- 
tion, in a single contract, more than 
$600,000 worth of grading equipment 
is in use. As compared to Eastern 
states where highway programs are 
nearing maturity, the West will re- 
quire extensive highway development, 
involving heavy expenditures.—J. I. 
BALLARD, Editor, Western Construc- 


tion News. 


Building Materials 


Chief accomplishments of the retail 
lumber and building materials dealer 
industry in 1937 could be summed up 
as: (1) The development and promo- 
tion of the low-cost house; (2) a 
marked development of the trend in 
building materials merchandising to- 
ward making the local material yard 
a “one-stop” housing service, where 
the home owner can obtain a com- 
plete advisory service on home build- 
ing and home maintenance problems. 

The tremendous backlog of housing 
requirements presents a natural market 
which should be stimulated not a 
little by the president’s housing pro- 
gram. Despite a slow first quarter, we 
look for residential building volume 
in 1938 to accelerate during the last 
three quarters of the year and to ex- 
ceed the 1937 volume. Any moderate 
increase even of building materials 
turnover will bring with it a broad 
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replacement of obsolete delivery and 
materials handling equipment.—JOHN 
H. Van DEVENTER, JR., Managing 
Editor, Building Supply News. 


Cement, Quarry Products 

The rock products industry serves 
three other major industries with ba- 
sic materials: (1) Construction; (2) 
chemical and metallurgical industry; 
(3) agriculture. 

The outlook for construction in 
1938 is for at least a volume equal to 
1937, which, while only forty or fifty 
per cent of what is generally believed 
to be a normal year’s volume, was 
about ten to fifteen per cent above 
1936 volume. 

Private building, industrial, com- 
mercial and residential, accounted for 
nearly sixty per cent in 1937. It is 
apparent, also, that much of this new 
private business is accounted for by 
new uses for cement in residential and 
small building. It is a new market 
being won from competitive building 
material. 

The chemical and metallurgical in- 
dustries continue to be large consum- 
ers of lime and limestone, silica, rock 
phosphate, feldspar, etc., for process- 
ing, in addition to using construction 
materials. The recent large increases 
in lime manufacturing facilities are 
accounted for by increasing uses for 
lime and lime products in paper manu- 
facture, water purification, and a host 
of process industries. When steel pro- 
duction goes up, limestone production 
goes with it, for approximately one- 
half ton of limestone is used for every 
ton of iron. 

In agriculture, 1937 was by far the 
best year in the history of the lime- 
stone quarrying industry. The use of 
agricultural lime or limestone is ab- 
solutely essential to the federal gov- 
ernment’s soil conservation and _ soil 
building program. In 1937, two 
Middle West states alone—lIllinois 
and Iowa—used approximately 2,500,- 
000 tons, which is about as much as 
the entire country used a few years 
ago.—NaTHAN C. Rockwoop, Pres- 
ident-Editor, Rock Products. 


Ceramics 

During 1937 the ceramic industry 
made important progress in architec- 
tural enamel, glass textiles and struc- 
tural glass, making these latter prod- 
ucts tougher and expanding their 
applications. 

Recent anti-Japanese movements 























Ryerson Certified Steel Bach 


@ ONE of the outstanding pieces of 
industrial advertising literature ever 
issued is the deluxe book which forms 
the central piece in the Joseph T. 
Ryerson & Son, Inc., campaign for 
“Ryerson Certified Steel.” (See IM p. 
24, Nov. 1937.) 

The edition has twenty-eight 11 x 
15-inch pages, plastic bound with 
stiff board cover printed in silver, 
blue and black and affixed silver seal 
motif on the front. Inside are silver 
end sheets; the pages are printed in 
sepia duo-tone, with buff for the tint 
plates. Typographically the book is 
striking due to its very simple, short 
telegraphic style copy and large, clear 
photographic illustrations. 


The book was designed primarily 


for visual presentation to tell a step- 
by-step story of Ryerson’s new certi- 
fied steel plan. The salesmen are in- 
structed to deliver each book personal- 
ly, reading the copy and looking at the 
pictures with purchasing agents, su- 
perintendents, steel treaters and others. 

The sales force has responded with 
great enthusiasm to the idea and the 
management is unusually pleased with 
the material results of the campaign 
and in addition to the stimulating 
effect the idea has had on the entire 
organization even down through the 
plants. The expense of placing copies 
of the book in the hands of every per- 
son on the payroll was considered a 
profitable investment which has re- 
vitalized the personnel throughout the 
company. 


among buyers pledging to buy Amer- 
ican-made products, including many 
of the chain stores, will react favor- 
ably toward the pottery division. 

Glass containers are being used for 
more and more packaged goods, and 
glass tableware is being made in more 
artistic shapes and designs. 

The sales volume of refrigerators, 
washing machines and stoves con- 
tinues at an increasing rate. The 
same is true of floor and wall tile, 
which did have a good 1937 compared 
to previous years. The Rural Elec- 
trification program will expand the 
market even more. 

The TVA has made an excellent 
contribution toward increasing manu- 
facture of porcelain dinnerware, and 
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the much more extensive use of 
American raw materials in the manu- 
facture of American pottery.—F. A. 
GuIGNON, Editor, Ceramic Industry. 


Clay Products 

In the clay products field there 
were several developments of special 
interest in 1937. The Structural Clay 
Products Institute promoted designs 
for homes to cost less than $6,000. 
These are intended to be financed 
through the FHA plan. Individual 
brick manufacturers also promoted the 
same idea with success in many sec- 
tions of the country. 

Outstanding developments in the 
industry include reinforced brick 

(Continued on Page 48) 
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@ FROM the union of mass market- 
ing and mass production came a 
sturdy youngster which began early 
to impress its own qualities upon its 
parents. The child was the powered 
industrial truck, born of the needs 
that arose in moving materials faster, 
accelerating movement of products in 
process, and speeding transportation 
of goods 

Unlike the automobile which rolled 
uncertainly into our midst without 
any predetermined need for its serv- 
ices or plan to utilize them, the pow- 
ered industrial truck came into being 
through demand. But this new arrival 
itself soon began to demand that vari- 
ous phases of marketing and produc- 
tion be conformed to its own pattern. 
By creating new principles of move- 
ment of goods it has helped shift na- 
tional dietary habits. It is stimulat- 
ing adoption of efficient shapes in 
packaging. It is making packaging 
show profits independent of other pro- 
duction processes. It is affecting the 
competitive positions of products 
throughout the country. In specific 
cases it is making national advertis- 
ing and marketing possible; all these 
as indicative of far-reaching effects, 
often so far removed from the truck 
source, that the cause is hardly con- 
sidered. 

In the early century, newly develop- 
ing means of mass marketing, includ- 
ing national advertising, demanded 
faster production. Hence, the pow- 
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ered industrial truck is closely allied 
to development of national advertis- 
ing in all its phases. Machine capaci- 
ties had to be speeded as a result of 
increasing wide acceptance of adver- 
tised, over-the-counter goods. Better 
means of supplying the hungry ma- 
chines was needed. Then, as produc- 
tion sped higher and higher, dire need 
appeared for devices to keep pace with 
production while carrying finished 
goods away from the machines to 
market. 

@ Less apparent, but very important 
in the development of the industrial 
power truck, was the need that arose 
behind the front lines of finished goods 
production. Makers of machinery and 
equipment, suppliers of materials, 
transportation and warehousing com- 
panies, were all swept into the faster 
production-marketing current, nation 
wide. Often, hand trucks were too 
slow. They lacked capacity. They 
were man killers in their ability to 
wear down the strongest physiques 
wrestling with their sullen loads. 
Something else had to be made to 
keep pace. 

Actually the first industrial power 
truck was not built through demand 
of manufacturing, but of transporta- 
tion. It came into being in 1906 be- 
cause of congestion in a baggage ter- 
minal of one of the big railways. The 
chief engineer went to Elwell-Parker 
Electric Company, Cleveland, with a 
suggestion for equipping an old, con- 
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The Elwell-Parker advertising technique and application theme is in direct keeping with the modernity of the product it features 


ventional baggage truck with an elec- 
tric storage battery. The company, 
at that time was building motors and 
controllers for Detroit, Babcock, and 
other famous old electric passenger 
vehicles, as well as heavy duty motors 
for hoists. 


A pat analogy with the develop- 
ment of the automobile crops out at 
this point. The first automobiles were 
conceived as buggies in which a motor 
substituted for a horse. For several 
years the horse which so often pulled 
these early contraptions back to the 
starting place was entirely in charac- 
ter. The form of the present-day 
motor car is a result of constant evo- 
lution from whip socket days. 

For like reasons this No. 1 powered 
industrial truck followed the hand- 
drawn vehicle pattern in all ways but 
its power. It was almost as depend- 
ent upon the human element as the 
conventional truck, which it replaced. 
As in the automobile, experience was 
necessary to develop automatic devices 
that make tons safe today compared 
to hundred weight carried in the be- 
ginning. Automotive plans for the 
early electric trucks went no farther 
than a storage battery to furnish 
power. They were steered by a man 
walking gayly alongside without pull- 
ing a pound. 

Use spread quickly to mail, express, 
and freight. Railways found another 
application, still among important 
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uses, in car and locomotive repair 
shops. Stores departments where heavy 
stock parts must be moved on a mo- 
ment’s notice fell into line. Steam- 
ship executives took notice. Soon elec- 
tric battery trucks were relieving con- 
gestion in terminals and docks. These 
bald statements, however, are not to 
be taken as proof that the truck 
sprang into efficient operation over- 
night. Without previous experience 
in supplying needs of this new vehicle, 
industrial marketers of steel, tires, 
transmissions, the many units required 
between power and automotion, were 
sometimes stumped temporarily by de- 
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mands of the new industrial truck in- 
dustry 

@ Potential markets were wide open. 
American industry had advanced to 
the competitive stage where cost cuts 
were necessary to successful marketing 
competition. Mass production was in 
high gear. To get lower production 
costs there must be a parallel decrease 
in cost of handling, which in known 
cases ran as high as fifty per cent of 
manufacturing cost. Industry took 
note of transportation’s new aid. 
Powered trucks began to mould the 
handling of factory products into a 
new pattern, and re-shape long estab- 
lished thoughts and habits. 

As trucks came into wider usage, 
it became apparent that they might 
do something more than merely move 
goods from point to point at about 
the level of a man’s waist. This was 
the maximum height at which most 
materials or products could be loaded, 
unloaded and stacked by hand. 

Then came a prospective customer 
with a new idea. A large can com- 
pany was entering a broader phase of 
marketing, to serve wider spread ter- 
ritories better. With the aid of Elwell- 
Parker engineers, a new type truck 
was developed to carry 700 pound 
bags. They were placed upon light- 
weight wooden bases or “pallets” rest- 
ing on the truck platform which could 
be raised or lowered. Thus a new di- 
mension was added to operations. The 
pallet load was carried as a unit to a 
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desired location. The truck hoisted 
units one above the other in tiers, to 
utilize air rights that previously had 
been wasted. Conversely, these new 
trucks picked up pallet loads as a unit 
from high levels, lowered them safely, 
and sped away with them. 

@ What this meant to marketing is 
exemplified in the case of a paper mill 
with plant capacity limited by the 
amount of finished product that could 
pass through a bottle neck between 
production and railroad cars. The en- 
gineers developed a system using pow- 
ered trucks that could handle larger, 
heavier rolls. Elimination of the bot- 


tle neck threw the problem of output 
back into the laps of the sales depart- 
ment and factory production rather 
than leaving it in the shipping depart- 
ment. Utilizing hitherto wasted air 
space, while handling heavier loads 
faster on a pallet-unit basis, trucks 
today give cost departments oppor- 
tunity to furnish sales departments 
with advantageous figures. 

Anything that is not moved efh- 
ciently in production increases cost 
and makes a sales department just that 
much less competitive. In an Eastern 
industrial plant a hopeless bottle neck 


As told by 
DEAC MARTIN 


would exist in the lathe room without 
powered trucks. In the circuit from 
receiving dock to lathe department the 
trucks spot incoming loads beside 
lathes. This leaves aisles clear. The 
same trucks carry away machined 
shafts, the whole system geared into 
a smooth motion from receiving to 
shipping platform in a type of opera- 
tion whose cost would sky rocket on 
any basis other than this system. 

In the automobile business, sales 
come first. 
signed and built to meet the price at 
which the sales department believes 
their make and models will have wid- 
est acceptance. This puts a bigger 
problem up to automotive engineers 
and production men than exists in 


Passenger cars are de- 


most classifications of American in- 
dustry. Present-day ‘one piece” 
stampings that take the place of for- 
mer spot welded automobile bodies are 
here today because the sales depart- 
ment demands something better at less 
cost. The sales department is the pulse 
of the consumer. 


@ Intimately a part of this trend that 
gives America stronger, safer passen- 
ger cars at low cost, industrial pow- 
ered trucks were developed to handle 
the giant dies used in this “‘one piece” 
stamping operation. Dies may weigh 
as much as thirty tons or more, yet 
must be quickly mobile. Industrial 
truck engineers have contributed 
largely to these operations as the auto- 
motive industry needed heavier equip- 





The early Elwell-Parker business paper copy shows a decided contrast 
with the current advertising display at the top of the preceding page 
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A series of blotters with utility calendar feature has 
been found effective in keeping The Wellman Engi- 
neering Company in front of prospects for its 
engineering service. They are quality pieces printed 
in a striking silver, red and black combination 








ment for keeping costs in line with the 
public’s buying ability. 

In this connection, it is interesting 
to note how the Elwell-Parker mar- 
keting methods of its own trucks has 
followed a different course from meth- 
ods that put the tractor and the auto- 
mobile into general use. Many read- 
ers of INDUSTRIAL MARKETING recall 
the early days of tractor demonstra- 
tions. Tests were usually in compari- 
son with actual horse power on the 
hoof. Racing automobiles, hill climbs, 
endurance runs, dozens of different 
stunts aided in bringing about quick 
acceptance of the motor car. But in 
the case of powered industrial trucks, 
the engineering department, hand in 
hand with production, solved prob- 
lems largely on request. It became 
apparent early that the powered truck 
must be developed as the axis of a 
system for moving goods. The pallet 
unit, efficient plant layout, maximum 
safety, attachments to fit special needs, 
are among the navigating instruments 
of this cargo carrier. Without them 
it would still be an excellent carrier, 
but not as efficient. 

Though Elwell-Parker’s promotion 
precludes stunts, the company has 
used business paper advertising in cer- 
tain classifications since it published 
the first advertisement ever written 
for a powered industrial truck. The 
truck manufacturers’ problem is three- 

(Continued on Page 42) 
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We Bind Blotters Effective 


as a means of keeping prospects 


reminded of our services 


By W. G. HILDEBRAN 


Assistant Secretary, The Wellman Engineering Company, Cleveland 


@ FOR many years blotters of all 
sorts have been utilized to carry ad- 
vertising messages of various kinds. 
We all receive them. Most of them, 
however, are so very ordinary, crude 
and unattractive, that they do not 
even “hesitate” long enough to tell 
their story on their way to our waste 
baskets. 

The Wellman Engineering Company 
has for years enjoyed an enviable repu- 
tation for its many outstanding engi- 
neering achievements in the develop- 
ment of bulk-material handling equip- 
ment and the solving of mechanical 
problems of the unusual sort which 
have been presented to it. 

The advertising problem with which 
we were confronted in this particular 
instance had to do with the finding of 
some method of repeatedly reminding 
our clients and prospective clients 
that the Wellman company not only 
has this kind of engineering ability 
but that this engineering ability is 
“for sale” just the same as our engi- 
neered equipment. 

We had formerly made use of a 
monthly mailing piece called “Engi- 
neering Achievements” to carry this 
message, which, while both attractive 
and interesting, was naturally soon 
passed out-of-sight to the file, or was 
destroyed, since it lacked the essential 
quality of “usefulness” to remain long 
on one’s desk. 

In our efforts to find a “vehicle of 
usefulness” to carry this monthly mes- 
sage to both our friends and prospec- 
tive clients, it occurred to us that a 
blotter if properly engineered as to 
design and usefulness, should do the 
trick. 

Our next step was to make such a 
blotter doubly useful. This we did 


by incorporating and accentuating the 


current monthly calendar, as well as 
showing the preceding and succeeding 
months. 

Having found the “vehicle” for our 
“Creative Engineering” ability mes- 
sage, which we desired to emphasize, 
it occurred to us that we should show 
by illustration some of our engineered 
accomplishments to which our mes- 
sage referred. 

Credit for so artistically incorporat- 

ing these essentials into the series of 
blotters goes to Frank MacMichael of 
the MacMichael Advertising Agency, 
Cleveland, and the excellent job of 
printing in silver, red and black was 
done by Cain & Oliver. 
@ We have a selected mailing list to 
whom on the twenty-eighth of each 
month the next month’s blotter is 
forwarded, so that we have in all 
twelve mailings during the year. No 
letter or other enclosure goes with the 
blotter. We do, however, during the 
month, utilize these as enclosures with 
letters to any new names which may 
be added to our list after the regular 
mailing. 

It is extremely difficult to trace 
“new business” to any particular piece 
of advertising no matter how good it 
may be, still we believe it plays an 
important part. Quite frequently our 
men on returning from a trip have 
reported having seen one of these blot- 
ters on a prospect’s desk, just where 
we intended it to be. One could 
scarcely use the blotter, or refer to the 
calendar on it, without seeing the 
message it contains. Try it. 

Another thing which leads us to 
believe this series is unusually attrac- 
tive is the number of letters we have 
received from unexpected sources con- 
cerning it. 


< 
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Many new products are to be announced—New mar- 





kets explored—Motion pictures, slide films, visual pre- 


sentations and more direct mail will be used in 1938 


Aduertisers Tell Plans for '3§ 


® INDUSTRIAL advertising appropriations for 1938 will average 
approximately the same as those for 1937, according to a survey of 
plans for the new year. This outlook, of course, is subject to 
correction in accordance with what happens to business in the 
first quarter of 1938, as most budgets have been planned on that 


basis. 


Many new products are to be introduced this year and addi- 
tional effort put on some old ones in new fields. While there will 
be no general curtailment of advertising in business papers, there 
seems to be an increasing trend to use a greater amount of direct 
mail material, some of it in direct support of business paper 


campaigns. 


A cross-section of 1938 industrial advertising plans is given 
in the following reports by INDUSTRIAL MARKETING readers: 


To Feature Plant Surveys 

Troy ENciIne & MacHINE Com- 
PANY, Troy, Pa., F. J. VoNACHEN: 
We expect to increase our appropria- 
tion sixteen per cent over 1937. We 
will not bring out any new products 
or enter any new markets, but we are 
proceeding with a new type of cam- 
paign. Our business paper schedule 
will be increased thirty-two per cent, 
mostly in the form of announcing the 
fundamentals of this campaign. 


We have obtained forty-four actual 
plant surveys from many leading con- 
cerns and in twenty-nine different in- 
dustries, driving nineteen different 
types of auxiliaries, and the average 
power cost of these forty-four cases 
is one-half’cent per kilowatt hour, as 
you will appreciate a very low power 
cost, and that will be the basis of our 
entire campaign. 

This will be announced by spreads 
in Power and Power Plant Engineering 
and by full pages in Chemical & Metal- 
lurgical Engineering, Industrial Power, 





Ingenieria Internacional, National But- 
ter & Cheese Journal, National Engi- 
neer, The National Provisioner, Me- 
chanical Engineering, Modern Hospi- 
tal, The Refiner and Southern Power 
Journal—all in color. These fields 
will also be covered by mailings. 


We have a chain in our advertising 
since our announcements as well as 
our follow-up ads in the power plant 
papers and mailings will all carry a 
coupon for our survey bulletin. The 
survey bulletin contains a data sheet 
so that the customer can jot down his 
own plant conditions and return to us 
for a survey of his plant. The only sur- 
veys that are any good are those based 
on the particular plant conditions as 
this matter cannot be generalized to 
any great extent. 

We will, of course, also run ads in 
Marine Engineering and Shipping Re- 
view and The Refiner to cover our 
marine field, and Mechanical Catalog 
and Sweet’s Catalog. There will be a 
tie-in with the consulting engineers. 
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Shooting at the Bull's Eye 
ROXALIN FLEXIBLE LACQUER Com- 

PANY, ExizapetH, N. J., 

Dupitey GRUBER, SALES PROMOTION 


INGRAM 


Manacer: With business conditions 
changing so swiftly we are only plan- 
ning three months ahead instead of the 
usual twelve. For the first three 
months we are riding along on the 
same budget as last year for that 
period. 

New copy themes? We have one 
that has proved so very successful we 
see no reason for any fundamental 
Flexibility is our middle 
name, and we have been telling the 


change. 


story of our Flexible Finishes for quite 
some time now, in one dramatic see- 
for-yourself way. 

Catalogs are definitely out of the 
picture. We have found after using 
product summaries—complete, concise 
descriptions of each individual prod- 
uct with individual formats—that 
they are the most successful way of 
describing our finishing materials. 
This eliminates looking up indexes, 
tables of contents and wading through 
a mass of pages before the prospect 
puts his finger on exactly just what he 
wants. (See IM, April, 1937, p. 36.) 

In regard to sales manuals or visual 
presentations, we have always found 
these the most effective way of get- 
ting our story across. When we talk 
about finishes for compacts, we give 
our salesmen compacts with finishes on 
them. For example, we recently had 
our name hand ‘engraved through the 
enameled compact right down to the 
metal to demonstrate that our finishes 


‘can take this operation without chip- 


ping, flaking or peeling. Many other 
interesting exhibits are supplied to our 
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sales force right through the year. 

Our salesroom on wheels—we call it 
the Trail Blazer, and a description of 
it appeared in the June, 1937, INbus- 
rRIAL MARKETING—has proven so 
successful that it is going to be used 
even more extensively during 1938. 
Each of our representatives will have 
a chance to take it around to his 
particular 


territory and crash his 


strongholds of sales resistance. 
Changes in our present sales promo- 


tion program? Yes, a few. For one, 
we're going to concentrate more this 
year on shooting for the bull’s eye 
rather than aiming far and wide. 
More direct mail is definitely indi- 
cated, and we are going to direct mail 


our customer field to a fare-thee-well. 


Developing New Fields 


THe Hays Corporation, Micnt 
GAN Crry, INp., Freperic I. Lack 
ENS, ADVERTISING MANAGER: We are 
not making any drastic changes in our 
advertising program, although we are 
extending it somewhat to cover new 
markets which are just being devel- 
oped. Our primary market is the 
power field, as we specialize in instru 
ments which have to do with the econ- 
omy, efficiency, and control of com- 
bustion. To reach this market, of 
course, we use the power magazines, 
such as Combustion, Industrial Power, 
Power, Power Plant Engineering, etc. 

It happens that the instruments used 
in this connection are adapted to other 
uses. For instance, we are tying in 
closely with oil burner and stoker 
manufacturers as well as the warm air 
furnace field and the air conditioning 
people with a portable draft gauge and 
1 portable combustion testing set. To 
reach this market we are using the oil 
burner and stoker as well as the coal 
publications, and also a direct mail 
campaign to the manufacturers, get- 
ting through them to their own 
agents. 

Another new field which we shall 
enter is the apartment house field, for 
which we have developed what is 
known as a sequence control for heat- 
ing plants. We expect to use the real 
estate papers as well as direct mail to 
solicit for this equipment. 

Our total advertising appropriation 
will not be increased, but rather re- 
apportioned. We are, however, issu- 
ing a new series of catalogs, two of 
which are completed and one which 
will be off the press within the next 
three weeks. 


We have also just completed a 





Speed Your Gait in ‘38 


To speed your gait in thirty eight, 
Each moment you'll anticipate, 

And force lost time to abdicate, 
For lost time you abominate. 


To speed your gait in thirty eight, 
Each step you will accelerate, 
The quicker to facilitate, 
The orders to accumulate. 


To speed your gait in thirty eight, 
With prospects you'll associate, 
And to each one you'll demon- 

strate, 
To make your profits adequate 


To speed your gait in thirty eight, 
Your every move you'll animate, 
Lost motion you'll annihilate, 
And energy appreciate. 


To speed your gait in thirty eight, 
You'll sell tools that eliminate 
Some jobs that are most obstinate, 

And thereby toil alleviate. 


So—Speed your gait in °38 


S. S. Mellor 

Advertising Manager 
Porter-Cable Machine Co 
Syracuse, N. Y 


From Mr 
greeting 


Mellor’s New Year 











rather voluminous manual for our sales 
force which consists of representatives 
in the principal cities of the country 
who also handle allied but not com- 
petitive lines. In addition to this we 
are planning on developing a sales 
manual which the salesmen can use in 
presenting Hays products to their 


prospects. 


Has Nine New Products 

Sxkirsaw, INc., Cuicaco, E. W. 
Ristau, ViceE-PRESIDENT: Our 1938 
program of advertising, in dollars and 
cents for all activities, represents a 
twenty per cent increase over our ac- 
It rep- 


resents a forty per cent increase over 


tual 1937 dollar expenditure. 


the amount of money budgeted for the 
1937 program. 

We plan the introduction of a mini- 
mum of nine new products in the year 
1938. 
announced through broadsides to our 
distributors and through the use of 
full-page color advertisements in lead- 


These new products will be 


ing business papers reaching the poten- 
tial market. 

We plan to enter the floor sanding 
field with machines radically new in 
design and performance. 

Business paper schedule will be in- 
creased about twelve per cent. The 
balance, or eight per cent addition in 
our appropriation, will be spent for 
distributor store display advertising. 

We will re-run our general catalog 





The initial run of this cata- 
log was made in November. The new 
catalog will include new tools an- 
nounced in the interim. 

The matter of industrial exhibits is 
In the term 


in May. 


an important one today. 
“Industrial Exhibits” we mean na- 
tional exhibits such as the New York 
Power Show and the Chicago Railroad 
Show; also local shows held by dis- 
tributors for their own customers. 
This also takes into consideration local 
purchasing agents shows held in vari- 
ous parts of the country throughout 
the year. Special working exhibits 
will be prepared for the aforemen- 
tioned types of industrial shows. 

We will furnish to our distributors 
envelope stuffers, also four-color, silk 
screen cards dramatizing the various 
tools of our manufacture in use on an 
actual application. 


To Extend House Publication 


BALDWIN - SOUTHWARK CORPORA- 


TION. PHILADELPHIA, Pa., GRAHAM 


ROHRER, ADVERTISING SUPERVISOR: 
Unfortunately, our 1938 appropria- 
tion will be ten per cent lower than 
1937 with a business paper schedule 
decreased by twenty-five per cent. 
This reduction in our appropriation 
has been caused by the general reces- 
sion in business and the hesitancy of 
our management as to what the future 
holds. 

Our business paper schedule has 
been reduced materially as plans for 
1938 are to push our newly conceived 
house magazine, the first year of which 
has shown it to be an unusually suc- 
cessful publication. We are just com- 
pleting a direct mail survey on this 
magazine, and have received some ex- 
tremely interesting facts pertaining 
to it. 

Company themes in __ industrial 
papers will feature a new campaign 
in which we are using as illustrations 
products of other companies manu- 
factured on our equipment, giving 
mention in the copy to both the man- 
ufacturer and the material used as 
well, of course, as our own product 
and its application to that particular 
field. We feel in this way that we 
will be able to identify our equipment 
with a high grade product and will 
be identifying ourselves with leaders 
in industry, gaining prestige for our- 
selves as well as the good will of the 
companies whose products we feature. 

During the coming year, we will 
issue approximately fifteen new bulle- 
tins covering our highly diversified 
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line of products. These are the stand- 
ard 8'4x 11-inch size, and will have 
a page content from four to twenty- 


four pages. 


Will Survey Building Field 


INLAND STEEL COMPANY, CHI- 
caGco, KeirnH J. Evans, MANAGER 
SALES PROMOTION DrvIsion: Our 


advertising program for 1938 will be 
about the same as in 1937. 
additional program on two specialties 
with all emphasis at the point of sale 


Special 


rather than general magazine cam- 
paign. Will make complete survey of 
building market with the idea of ad- 
vertising in this field before the end 
of 1938. 

Business paper schedule about the 
same. New themes? Large, simple, 
suspended action pictures with bleed 
and color when can use to advantage. 
Five new booklets planned. Size and 
number of pages not decided. Con- 
tinual improvement in motion pic- 
tures. May have photographic album 
for salesmen. 


Expands Part of Program 


HAMILTON MANUFACTURING CoM- 
PANY, Two Rivers, Wis., J. W. 
CHRISTENSEN: We manufacture four 
different lines and in each of them we 
have new products to bring out. They 
will be announced with publication 
direct mail campaigns, 
salesmen’s presentations and a slide 


advertising, 


film. They will also be demonstrated 
and shown at various exhibits and 
conventions within our market. 

Of the four different lines we have 
to promote three of them have been 
consistent advertisers in all ways, ‘in- 
cluding publication advertising. In 
the fourth line, however, we have lim- 
ited ourselves to catalogs, direct mail, 
booklets, etc., but during 1938 we are 
working out an intensive publication 
advertising program to add to these 
other activities. This will be an in- 
crease of about a third in the appro- 
priation for that particular division. 

We will publish three new catalogs 
in 1938, two sixty-four-page books 
and one sixteen-page book with the 
possibility of another sixty-four-page 
book at the close of next year in prep- 
aration for 1939 business. Size will 
be 8'%2 x 11 inches and about 15,000 
copies will be printed. 

We have prepared as a sales manual 
for our dealers and their salesmen slide 
films presenting the methods of show- 
ing our line; several graphic, blow-up 





Equipment in action played an important part in the Allis-Chalmers exhibit at 
the Exposition of Chemical Industries held in New York last month, where the 
company utilized its space to show some of its diversified lines of products 
that have particular application in the chemical and other process industries 





brochures to aid our salesmen in pre- 
senting talks are being worked out. 
We expect to develop two thirty- 
minute slide films that we have just 
completed. One of our new films will 
be aimed at salesmen and the other 
will be aimed at customers for use at 
conventions and customer gatherings. 


Has Many New Products 


THE PFAUDLER CoMPANY, ROCHEs- 
TER, N. Y., H. R. Hanson, ADVER- 
rISING MANAGER: Our appropriation 
for 1938 will remain unchanged, and 
there is a possibility that it will be 
slightly less than it was in 1937. 

We are bringing out several new 
products for industries—a 
new pasteurizer for the dairy industry, 
three new units for the food industry 
including a maraschino cherry ma- 


various 


chine, a continuous juice preheating 
system and a continuous mayonnaise 
and salad dressing system. 

For the chemical industry we are 
introducing a new ten-gallon high 
pressure glass lined steel autoclave, and 
for the brewing industry a new yeast 
propagation apparatus as well as one- 
piece glass lined tanks for the storage 
of beer of a maximum capacity of 
forty feet overall by eleven feet in 
diameter. 

The only innovation in copy theme 
will be the use of large photographs 
and small amount of copy. 


Finds Half-Pages Effective 


THe DumMore Company, RACINE, 
Wis., R. L. Hamitton, Saces Pro- 
MOTION MANAGER: For our 1938 pro- 
gram we are going ahead on the same 
appropriation as for last year. The 
increase in rates on some papers has 
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necessitated a revision of plans, but 
we are spending the same amount of 
dollars in 1938 as we did in 1937. 

Plans call for a more strenuous 
direct mail program to coéperate with 
our space program. 

We have decided on a 
theme that will use half-pages sur- 
rounded by reading matter. We have 
found that these positions are quite 
effective and will continue to use them 


grinder 


on a twelve-time basis. 

We shall produce a new 
log utilizing dramatized photography. 
Our sales manual has just been an- 
nounced, and we plan on enlarging 
the manual, but it will continue on 
the present basis for 1938. 


cata- 


Looks to Foreign Business 


THe CLeveLtaNnp Rock DrkriLI 
CoMPANY, CLEVELAND, E. L. OLp- 
HAM, ADVERTISING MANAGER: Our 
appropriation for advertising during 
1938 will not equal 1937. We will 
use about ten per cent less space. 
With exception of bringing out new 
and improved designs of pneumatic 
tools and rock drills, we probably wiil 
not have any new products added to 
our line during the coming year. We 
are hoping to obtain additional busi- 
ness in South and Central America, 
and perhaps in some of the European 
countries. 

We expect to overhaul entirely six 
sections of our loose-leaf catalogs with 
runs of five to ten thousand each. 


Plans More Intensive Job 


THE FeL_tows GEAR SHAPER ComM- 
PANY, SPRINGFIELD, Vt., Doucras T. 
HAMILTON, ADVERTISING MANAGER: 
Our advertising appropriation for 

(Continued on Page 57) 








Clemson and Victor Saw Launch 


Extensive Campaigns of 


@ THE value of color in product and 
package in merchandising industrial 
goods was determined several years ago 
by Clemson Bros., Inc., and Victor 
Saw Works, Inc., Middletown, N. Y.., 
manufacturers of Star and Victor hack 
saw blades, and a new drive to capi 
talize on its virtues is being launched 
this month. The campaign will cen- 
ter around the adoption of new color- 
ful lithographed metal packages. 

In 1931, with the introduction of 
the Star and Victor ‘“‘Mo!ly” blades, 
these two companies became the first 
definitely to identify their product 
with an all-over finish in colors 
[Through a patented process, developed 
with the help of their advertising and 
merchandising counsellors, they 
ible to fully protect a poer finish 
for their Star blades and a cold finish 
for their Victor blades. This con 
of a metallic laquer with a certain 
amount of eraphite added, the result 
being a fine finish protecting the b'ade 
even helping its cutting qualities, and 


absolute'y id 


ntifying the product. A 
full-page advertising campaign rept 

ducing the exact colors of the b!ades 
was the first announcement of both 
the new molvbdenum steel and the 
finish—literally takine the industry by 


| 
storm and creating unusual attention. 
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Merchandising AnourWles 


A story on this appeared in the Jan- 
uary, 1932, Class and Industrial Mar- 
keting. 

This year, these two companies are 
again pioneering with a new method 
of packing hack saw blades which has 
been widely acclaimed by both dis- 
tributor and user and which is likely 
to revolutionize the packaging of not 
only this industry, but others with 
products of similar nature. The new 
boxes are of metal, lithographed in 
colors and are the result of survey, 
study and collaboration between the 
sales departments of the Clemson and 
Victor companies, O. S. Tyson and Co., 
Inc., their advertising agency, and the 
Continental Can Company. There 
are four separate designs cf boxes with 
nine colors used in all, two of which 


gold to match 


= i ! . ] r-* +] . 
@ Specifically what happened 1 that 

1 ee } : 
the old boxes, which were made of 


7? - ’ , cr 
rdboard and of the slide type, often 


c 

) id when packed tight wore hard 
toopen. If not pzcked ticht, or when 
p y empty, biad wou!d > out 
during hand!ing if not held niv by 


hand. The old boxes also so'led easily, 
the design became scuffed and, be- 
fore the entire contents were sold, the 


package was usually in poor condition. 


New lithographed metal packages 
adopted for Victor and Star hack saw 
blades. The upper view shows the 
directions for proper use and selection 
of correct type of blade on the in- 
side cover and bottom of the box 


By OSCAR S. TYSON 


President 
O. S. Tyson and Company, Inc. 


Returns of boxes damaged during 
shipment were frequent and dealers 
often complained of having stocks of 
various sizes mixed due to box break- 
age. Dampness also affected both 
boxes and blades and boxes were al- 
ways thrown away after use of blades. 

The new metal boxes overcome all 
these disadvantages. They are strong 
enough to stand the weight, handling 
and incidental abuse to which they 
may be subjected. They take up less 
room on the shelves than the old boxes 
did, stack better and identification of 
sizes and types is easier. The stock 
can be kept clean—a wipe with a 
cloth and the box is bright as new. 
Naturally, the contents keep cleaner 
in a metal box with a well fitting lid 
than in a paper box with the ends 
split open. Even the physical handling 
becomes much easier and the display 
udvantages are obvious. 

In addition, the new metal boxes 
are useful cven when empty. They 
make splendid containe-s for the odds 
and ends which mechanics and others 
Dealers have 


even stated they will give away the 


want to keep handy. 


boxes when empty, while shops which 
buy by the package have kept the ad- 
vance test boxes in service long after 
the blades have been put to work. 
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Naturally, as long as the box remains 
in service, it acts as a reminder of the 
product that it contained originally 
and it is expected that a large num- 
ber of the millions distributed will 
continue in some use for several years, 
thus advertising the Clemson Star and 
Victor names. 
@ Further to enhance the usefulness 
of the package, the inside of the cover 
contains suggestions for the proper use 
of blades and, on the bottom of each 
box, there is a table to aid in correct 
selection of blades for different kinds 
of work. Previously such informa- 
tion always had to be printed sepa- 
rately and packed in the box or in- 
cluded in manufacturers’ literature. 
There is, to be sure, nothing new 
about metal boxes, even in the mar- 
Wash- 


ers, cotter pins, screws, etc., have been 


keting of engineering supplies. 


boxed in metal—but never tools like 


blades. This change by 


ew Metal P 


Clemson is, therefore, a real pioneer- 


hack saw 


ing step in their industry and one 
which the trade has been quick to 
appreciate. 

By careful design, it has been pos- 
sible to produce metal boxes that 
weigh and cost very little more than 
the old packages which they have re- 
placed, yet the same characteristics 
(especially of the original Star tung- 
sten box) have been retained. 

A comprehensive merchandising 
plan based on the new package has 
been developed. Advertising an- 
nouncing the new containers starts in 
January with four-page inserts in six 
colors. The mechanical arrangements 
for producing these inserts are of in- 
terest as showing how careful plan- 
ning can result in major economies. 
There is one insert on Star blades (sold 
through hardware outlets only) over 
the signature of Clemson Bros., and 
one on Victor blades (Victor Saw 
Works, sold through mill supply out- 
lets only). Nine different colors are 
reproduced (black,white, regular gold, 
green, copper, blue, red, orange and 
old gold), but by running the two in- 
serts at the same time, splitting the 
rollers and dividing the ink font on 
the press, only four runs are required 
six colors each insert. 


to obtain in 
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These inserts are appearing in Ameri- 
can Machinist, Farm-Town Hardware, 
Hardware Age, Hardware Retailer, 
Hardware World, Mill and Factor) 
and Mill Supplies. 
advertisements without color also ap- 
Factory Management and 
Maintenance, The Iron Age and Mod- 
ern Machine Shop. 

In addition to the publication ad- 


Double-page bleed 


pear in 


vertising there is a series of five four- 
page mail pieces in six colors each go- 
ing to a list of Star hardware jobbers 
and their retailers and to a list of pros- 
pective jobbers and retailers. A simi- 
lar campaign on Victor blades is sched- 
uled to all distributors and prospective 
distributors. 

Two of the folders, one on each 
product, are also being mailed to a 
list of prominent manufacturers using 
blades, and in the case of Victor this 
list also contains the names of all dis- 
and prospects. 


tributors’ customers 


As a still further introduction plan, 
a selected list of customers, jobbers 
and distributors will receive one of 
the boxes without blades, but with a 
personal letter from William E. Cross, 





sales. 


vice-president in 


charge of 

Following the January introductory 
campaign bleed pages and pages in 
color are scheduled for all the publi- 
cations named. Layout and copy will 
push the two leading features—blades 
in color and new metal boxes. The 
Continental Can Company also is ad- 
vertising these new containers as an 
example of their coéperation toward 
better packaging in industry. 

In passing, it is interesting to note 

that Clemson Bros., Inc., started man- 
ufacturing hack saw blades in 1879 
and has always been the leader and 
pioneer in the industry. Richard D. 
Clemson, who founded the business, 
was known throughout the field as the 
“Father of the Metal Cutting Indus- 
try” and it was through his inventive 
ingenuity and production ability that 
the use of hack saw blades grew in 
every field and modern machinery was 
developed for their manufacture. The 
famous Star blades manufactured by 
Clemson of Middletown soon became 
known throughout the world and the 
machinery developed by Clemson was 
used by all companies manufacturing 
blades. 
@ Before Mr. Clemson’s death many 
new types of blades—hard, semi-hard, 
flexible, etc.—had been developed at 
his plant and various types of steel 
and heat treating tested and used. 

Richard D. Clemson, Jr., became 

(Continued on Page 40) 





Typical six-color, four-page inserts which will open the campaign for Victor 
and Star hack saw blades in their new colorful lithographed metal packages. 
The same pieces, properly rearranged, will be used as self-mailing folders 
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Aunual Calendar Review 


@ CALENDARS continue to be “a 
part of the institution” of many in 
dustrial advertisers Those in this 
year’s display range in size all the way 
from the Philadelphia Quartz Com 
pany ¢ elluloid pocket edition to the 
huge Hyatt Roller Bearing combina- 
tion decimal equivalent - calendar 
hanger 

G-E’s twelve-sheet, featuring the 


Walter L. 


Mott-Smith continue the fa- 


paintings of Greene and 


H. M. 
vorite when they’re all tossed up for 
grabs. 


The most unique and new note in 
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calendar design is the circular affair 
of Asten-Hill. 


cardboard sheets with large current 


The twelve monthly 


dates carry a complete array of small 
monthly arrangements around their 


circumference. Company identifica- 
tion is subdued. 

Austin-Western forsook the strik- 
ing work of Dale Nichols, found to 
be far over the heads of many con- 
tractor folk, for the more conven- 
tional paintings of W. H. Hinton. 
Six of these beautiful pieces depict 
“The Romance of Roads,” beginning 


with the game trails of animals and 








modern 


finishing with the super- 
highway. 
Machine has 


Milling 


done a fascinating job with soft-tone 


Cincinnati 


lithography featuring action scenes 
from industries which utilize its ma- 
chines. The water color technique is 
pleasing, but addition of the past and 
next months on the pad would con- 
tribute to its usefulness. 

International Printing Ink embodies 
in its twelve colorful sheets, a simple 
method for selecting 2,556 two-color 
combinations and 59,643 three-color 
combinations. Utility de luxe. 

Carr, Ryder & Adams does a new 
one with four main sheets on each of 
which are three monthly date sheets. 


Unusual, effective and economical. 
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Industrial advertising has a golden opportunity in 


1938 to prove its true worth to industry —Here are 


some pointers as a guide to more effective campaigns 


Agencies Analyze Aduertising 


@ ADVERTISING agencies handling industrial accounts are not 
particularly perturbed about the outlook for 1938, in fact they 
view the new year with considerable optimism, generally speak- 
ing. But one thing is certain, according to the voices of those 
who have been heard, and that is that industrial advertising must 
be regarded as a definite selling force and therefore receive the 
same careful consideration and planning as personal selling. Busi- 
ness will not “roll in” during 1938 as it did to a great extent last 
year—it will have to be sold, and how advertising registers its 
effectiveness in the job to be done will be watched closely by 


management. 


Many useful ideas and suggestions are given to INDUSTRIAL 
MARKETING readers by the following agency executives who have 


crystalized the situation for us: 


Opportunity for Creative Selling 


SUTHERLAND - ABBOTT, BosTON, 
Mass., Paut M. AsBotr: The year 
1937 may be considered as the year 
that closed a cycle in the publishing 
of manufacturers’ own catalogs. Dur- 
ing the early thirties, catalog work 
was neglected due to the heavy invest- 
ments required, and substitute folders 
and other printed matter was used in 
place of complete issues. As early as 
1934, industrials began to plan and 
produce comprehensive catalogs cov- 
ering their full lines. This activity 
has continued for three years, and in 
most cases a full catalog job has been 
completed. 

This is particularly advantageous 
for 1938. With indications of busi- 
ness activity being on a lesser scale, 
a greater portion of the advertising 
appropriation can be devoted to crea- 
tive selling, which will have the dou- 
ble purpose of creating an acceptance 
for products and securing leads for 
salesmen to follow. Years of lesser 
business activity are particularly ef- 
fective times for the use of advertis- 


ing in securing leads, as buyers are in- 
clined to shop around rather than to 
accept a few selected sources of pur- 
chase. For this reason the aggressive 
industrial advertiser is given the op- 
portunity of making contacts and de- 
veloping new customers during this 
present recession . . . sales work that 
pays big dividends when business is on 
the upswing. 

A well-rounded program using 
space, direct mail and other avenues 
of sales promotion, plus the use of 
well-established industrial catalog pub- 
lications, such as Chemical Catalog, 
Consolidated Textile Catalog, Sweet’s 
Catalog, etc., indicates 1938 an excep- 
tionally attractive year to make the 
industrial advertising dollar pay good 
dividends. 


“You” Needed in Advertising 


KetcHuUM, MacLreop & GROVE, 
Inc., PrrrspurGH, Pa., GEORGE 


KETCHUM, PRESIDENT: It seems to 
me that 1937 showed further healthy 
advance toward the viewpoint that 
readers of industrial advertising are 
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much like readers of consumer adver- 
tising; that they are, in short, human 
beings before and at the same time 
that they are numerals in a tabulation 
of “buying influences.” 

There has been too much “we,” not 
enough “you,” in industrial advertis- 
ing. You won’t find that same fault 
in industrial selling, any more than 
you'll find it in consumer advertising 
or selling of the right kind. There is 
much less of it in industrial advertis- 
ing today than there was a few years 
ago, and there will be less and less all 
the time from now on. 

We find parallel improvement in the 
editorial aspects of business papers. 
As a whole, they were better, more 
interesting, more completely compre- 
hensive in their coverage of the inter- 
ests of their readers. It is no longer 
true, if it ever were, that the average 
industrial paper is edited with a pair 
of shears and a paste pot. One big 
reason why advertising is more pro- 
ductive for the industrial advertiser 
today than in times past is the notable 
improvement in editorial standards in 


this field. 
Sales Ideas Needed 


James THoMas CHIRURG CoM- 
PANY, Boston, J. T. CuHirurG: Our 
advertising agency finds indications at 
the present time that would seem to 
show the sudden recession in industrial 
business approaching the end of its 
downward course. In many cases, in- 
ventories are depleted to the point 
where at least hand-to-mouth buying 
is starting. This would indicate the 
resumption shortly of the upward 
trend in volume purchases. 

Advertising can play an important 
part in the forthcoming sales picture 
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if it becomes a real part of sales. Here 
is one of the biggest forward steps in- 
dustrial advertising can take—to prove 
itself as an economic necessity to in- 
dustrial concerns. Advertising execu 
tives too often in the past have ex- 
pected industrial operating and man- 
agement executives to take advertis- 
ing on faith and too many industrial 
executives have done just that. 

What we may need in the next few 
years is less “advertising” and more 
basic sales ideas around which can be 
built complete sales promotional pro- 
grams. 

Our agency has been particularly 
fortunate in having its growth con- 
tinue in spite of the current recession. 
Clients standing pat on their 1937 
commitments and those increasing, 
coupled with new industrial clients 
whose plans are already in the works, 
will lift our volume of industrial busi- 


ness to a new high in 1938. 


An Opportunity for Some 


AuBrREY, Moore & WaLtace, INc., 
Cuicaco, James T. Ausrey: The in- 
dustrial advertiser has much ahead for 
1938. At the moment there may be 
talk of curtailment or hesitancy over 
plans for 1938 in some quarters, but 
conditions do not justify any drastic 
move. 

Certainly the needs of industry 
which accumulated during the depres- 
sion have not yet been entirely satis- 
fied. The effects of depreciation and 
obsolescence have not diminished, and 
consequently the rehabilitation of in- 
dustry frequently mentioned in 1936 
is still in the future. 

The advertiser whose program is so 
solidly planned that he can carry on 
through temporary set-backs may find 
an opportunity early in 1938 to put 
some distance between himself and his 


competition. 


Advertising to Meet Test 


©. S. Tyson & Co., INc., New 
York, Oscar S. Tyson, Presipent: 
During 1938 industrial advertising 
will find itself far more closely judged 
than in 1937. Last year sales in 
creased greatly due to changed busi- 
ness conditions and necessary buying 
because of absolute shortage. For in- 
stance, the enormous sales increases 
made by most of our clients could not, 
by the greatest stretch of the imagina- 
tion, be credited to advertising. We 
all know that advertising helped, but 
it is hard to prove how much. 


By the looks of things at present, 
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F. O. Wyse, N.I.A.A. president, and 
Col. Willard T. Chevalier, McGraw- 
Hill, v. p., reminisce between courses 
at the recent dinner tendered Mr. 
Wyse by Milwaukee industrial ad men 





1938 will not bring such an orgy of 
buying “out of the blue.” Both sales 
and advertising will have to prove 
their worth—will have actually to 
produce business which will not come 
in on its own initiative. Undoubtedly 
the increased sales with correspond- 
ingly increased profits warrant in- 
creased advertising budgets. Manu- 
facturers can now afford more money 
for publicity—those who are wise ap- 
preciate they will need it to keep sales 
up. Indications so far in our own 
business point to approximately an 
average increase of thirty per cent in 


1938 budgets. 


Intelligent Advertising Needed 


Cuares L. Rumritt & Co., INc., 
Rocnester, N. Y., C. L. Rumritt: 
It is my personal opinion that the big- 
gest chance for improvement in indus- 
trial advertising in 1938 lies in the 
use of better material and that it be 
presented with the greatest possible 
degree of imagination. In other words, 
business may be harder to get, hence 
advertising must be more intelligent. 

As a sidelight on the above, it is in- 
teresting to know that practically all 
of our clients became very much inter- 
ested in special positions during 1937. 
I believe that this is of considerable 
importance since the advertisement 
that is not seen does not sell goods. 

In regard to appropriations, our cli- 
ents fall into two groups—those that 
will spend the same amount of money 
in 1938 and those that will spend 
more. Those that will spend more 
range all the way from 100 per cent 
increases down to five per cent in- 
crease. My opinion is that 1938 


should be as good or better than 1937, 
particularly if encouragement comes 
in the first quarter. If business is not 
improved in the first quarter, I look 
for wholesale cuts in appropriations 


about April 1. 
Play to Self-Interest 


THe FENsHOLT COMPANY, CHI- 
caco, A. H. FEeNsHoit, PResi- 
DENT: The question has been asked 
“How can industrial advertising as a 
whole be improved and made more ef- 
fective in 1938?” The answer is, of 
course, very simple. Follow the ex- 
amples of the general advertisers and 
incorporate the basic appeals of self- 
interest, news, and curiosity in head- 
lines and say less about the intrinsic 
qualities of the product itself. 

Industrial advertisers as a whole 
still have a long way to go before 
they can rise above the product-mind- 
edness which is characteristic of the 
industrial advertiser. Most industrial 
advertisers feel that the readers of 
business publications can instantly vis- 
ualize the advantages of the device 
which is advertised by merely looking 
at a picture of it. This, of course, is 
far from the truth, because industrial 
publication readers, like the readers of 
other magazines, are too busy to study 
out all of the advantages of all the 
devices advertised in industrial media. 
Therefore, anything that will exhibit 
advantages to the self-interest of the 
reader will speed up the productive- 
ness of industrial advertising. This 
formula should be followed in the 
copy and, of course, be hooked up 
with the illustration and headline. 


Requisitions Being Held Up 

Van AUKEN-RAGLAND, INc., CHI- 
caco, KENNETH L. VAN AUKEN: 
So far there has been no inclination 
to cut down sales and advertising ef- 
forts, as the general feeling is that the 
present situation will not last more 
than two or three months into the 
new year. 

Judging from what we hear, manu- 
facturers of industrial equipment have 
a large volume of orders in sight where 
requisitions have already been made, 
but releases are not being given until 
the situation looks more favorable. 


A Headache for Agencies 

Jerome B. Gray & Co., PHILA- 
DELPHIA, JEROME B. Gray: Indus- 
trial advertisers whom I contact seem 
obsessed with the determination to 
make no long-term commitments. 
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The result is a continual headache for 
the agency and an obvious deterrent 
to good advertising. The hand-to- 
mouth buying of space, usually at the 
last minute, necessitates an inexcus- 
able rush to meet closing dates, with 
a consequent handicap to quality and, 
in turn, to the effectiveness of the 
advertising. 

There are exceptions, of course. 
Those who are cognizant of the rea- 
sons behind successful advertising are 
going along and even increasing their 
appropriations. But the exceptions 
should be the rule. 


New Products Forging Ahead 


McLain) ORGANIZATION, _ INC., 
PHILADELPHIA, Pa., C. ELLiorr 
BarB, SECRETARY: Nineteen thirty- 
eight will see candid camera influ- 
ence on advertising illustrations and 
shorter 


copy — more pointed — less 


strain — better humor — not trying 
so hard. 

As advertising is less cramped by 
depression psychology, balanced pro- 
grams are increasing advertising effec- 
tiveness. Particularly effective has 
been redoubled direct mail efforts, de- 
signed to make inquiry easier for re- 
cipient (return card—postpaid, etc.). 

Controlled circulation publications 
seem to be making biggest strides. 
I presume the depression curtailed sub- 
scription expenditures by individuals 
and they evidently have turned to the 
use of publications that are sent gratis. 

The excess profit tax has encour- 
aged investment of undivided profits 
in advertising. 

Increased industrial labor costs has 
caused greater interest in labor saving 
machinery advertising. 


There has been a noticeable increase 





of advertising in industries that have 
not been so greatly hindered by gen- 
eral business indecis‘on. } prod 
ucts—new processes ithetic mate- 
rials, etc., are getting a great deal of 
attention these d-ys, and the manu- 


facturers of old line pr ducts that 
have not been improved, are finding it 
rcing'v dificult to get the ear of 


1 


prospective puvchaser 

In th half of 1937 optimistic 
distribeters overstocked in many lines, 
but | did not progress as rapidly 


as expected. Consequently, dealers’ 
i é 

orders bezan to laz, slowing up manu- 

facturing. Only where industrial ad- 


vertising was aggressively carried out 


have these burdensome stocks contin- 
ued to move, and in 1938 products so 
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Packaging is receiving more and more attention in the industrial goods field 





both for products sold through distributors and direct. In each case a prop- 
erly and attractively designed container facilitates handling and stocking and 
also gives a better ‘first impression" to the user. Here is the new pane 


job for Hancock valves which are sold through distributors—the meta 


-cornered 


box is bright red, over-printed in black. The old form of packaging, or wrap- 


ping, is shown at the left. 


The new boxes present a striking contrast 





publicized will continue to move for- 
ward. 


More Fact Finding Needed 

Wm. B. RemincTon, INc., SpRING- 
FIELD, Mass., WM. B. REMINGTON: 
For the improvement of industrial ad- 
vertising in 1938, our program calls 
for more careful study than ever be- 
fore, the employment of research and 
fact finding wherever practical, and 
much care and effort devoted to co- 
ordinating the advertising with the 
"Naturally, 


copy, layout and illustration technique 


other selling activities. 
will follow trends and techniques de- 
veloped in general advertising. 

Media probably will be studied more 
closely than in the past, which in it- 


self is a good thing. 


Fear Reduces Some Plans 

N. W. Aver & Son, INc., PHiLa- 
pELPHIA, Pa., H. A. BATTEN, PREsI- 
DENT: Industrial advertising in 1938, 
like other forms of advertising, will 
be affected somewhat by the fear and 
uncertainty that have gripped the 
country. Commitments for the first 
quarter of the year show some reduc- 
tions. However, many advertisers are 
prepared to make up these reductions 
during the last nine months of the 
vear should the fear and uncertainty 
be dispelled. 
An Attack Is Best Defense 

Russeviy T. 
L. G. Wiricox, Vice - PRESIDENT: 


Along w ith 


Gray, INc., CHICAGO, 


1 larger advertising in- 
vestment, manufacturers in 1937 
again approved an increased cost for 
improvement in copy appearance, such 
as better art, typography, color and 
photography. It has been noticeable 
that inserts and special positions are 
again popular. 

We feel that 1938 will see adver- 


tisers again striving fer choice pre- 
ferred positions and more color to 
better compete for reader’s attention. 

Manufacturers are showing more 
and more interest in carefully exe- 
cuted market studies and publication 
analyses, so that advertising may sup- 
port personal sales effort as closely as 
possible. By this means the industrial 
advertising in 1938 will do a more 
potent job.. The new circulation 
analyses forms recently created by the 
National Industrial Advertisers Asso- 
ciation and now available will be of 
great help. 


If the Russell T. 


Gray, Inc., is a criterion, 1938 indus- 


experience of 


trial advertising volume will be larger 
1937. 


schedules has 


than Every one of its 1938 


been increased with 


one exception, and this one may be. 


Not only have these 1938 advertisors 
increased their investment, but they 
have approved the 1938 schedules 
earlier than any year since 1930. 
These advertisers are determined to 
in 1938, be- 


attack is the best 


keep aggressively “at it” 
Spe 

lieving that an 
against any business 


defense uncer- 


tainty in 1938. 


Business Papers Stronger 


LARCHAR-HORTON Company, Prov- 
IDENCE, R. IL, EL_mMer S. Horton: 
1937 has been marked by 
substantial progress in industrial ad- 
The gains made by indus- 


ompared with 
I 


The year 


vertising. 
trial publications when 
the gains in other media confirm our 
belief that manufacturers of procucts 
sold to industry have a growing ap- 
preciation of the value 


of advertising 


ating the sale of industrial 
in promoting the sale of industria 
goods. 

At no time in recent years has it 
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Rockwood Sprinkler Extends Its 


Creative Sales Program with 


| Sound Picture Aimed 


@ AS A direct outgrowth of the 
marked success of its creative selling 
program which made use of codrdi- 
nated and detailed demonstrations, 
Rockwood Sprinkler Company, Wor- 
cester, Mass., is now using its first 
sound sales movie, a film that is mak- 
ing history, since it represents the first 
application of its kind by an individ- 
ual company in the sprinkler industry. 

In the short space of three months, 
this talkie has been shown to 200 audi- 
ences chiefly of company executives 
and plant managers. The film has 
proven a direct sales influence as the 
result of plans to make it primarily 
an immediate sales producer and sec- 
ondly an educational influence to reach 
service clubs and others which may 
produce future business. The activity 
has been carried out under the direc- 
tion of William J. Carroll, president, 
and J. J. Ryan, sales promotion man- 


iger, Ww ho report that engineering 





plans are now being prepared for pres- 
entation to executives who have been 
sold directly from this film. 

The use of this sound film was de- 
cided upon only after serious consid- 
eration of problems of the sprinkler 
industry and the various means by 
which desired results might be ob- 
tained. The industry had passed the 
era when production was the chief 
problem; it had reached the period 
when improved marketing was needed. 
@ One problem peculiar to the indus- 
try is that sales are one-time orders 
because, if a company’s properties are 
sprinkler - equipped, that company 
ceases to be a prospect, unless new 
buildings are acquired or built. 

Another problem was the transition 
in selling themes: plant executives be 
ing currently more interested in pro- 
viding greater safety for stocks and 
human life than in the insuranc:-sav- 
ing and investment themes featured 
prominently in the past. One objec- 
tive thus became to emphasize the fac- 
tor of safety for human beings and 
stocks, which is well carried out in 
the new film. 

With these problems in mind, Rock- 
wood a few years ago pioneered with 
a system of demonstrations that 
proved highly successful. A major 
demonstration, lasting two-and-a-half 
hours, was shown in its complete dem- 
onstration laboratory before hundreds 


of company executives, plant superin- 


tendents, insurance executives and 
others, which directly affected sprin- 
kler sales. (See IM, p. 19, Feb., 
1937.) 

@ This major demonstration was aided 
by portable demonstration units which 
were taken directly to the offices of 
key plant men for demonstrating 
Rockwood’s “rate of rise” system. So 
successful was this method of creative 
selling that Mr. Carroll and his staff 
set to work to devise means of carry- 
ing the story to all prospects through- 
out the country. Consideration was 
given to the use of a trailer, but the 
film was decided upon as a more flex- 
ible medium, since it was not affected 
by climatic conditions and it could be 
taken directly to the desks of busy 
executives. 

In this film, “Modern Magic in Fire 
Protection,” Rockwood literally takes 
its two-and-a-half hour laboratory 
demonstration to executives in a 
twenty-nine minute showing. The 
movie is 16mm. in three reels, using 
approximately 2,000 feet of film. It 
was produced by the Worcester Film 
Corporation, Worcester, Mass., under 
the personal direction of Floyd A. 
Ramsdell, general manager. Projec- 
tion is accomplished with a Victor 
machine equipped with automatic re- 
wind. 

The film shows terrifying fire scenes 
with shreaking sirens; fires at their 
beginning demonstrating the security 
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with which Rockwood equipment op- 
erates; makes major play of the sprin- 
kler industry’s valuable selling theme 
that sprinklers have an official record 
of more than ninety-six per cent efh- 
ciency; compares wet and dry sprin- 
kler systems; leads up to Rockwood’s 
Dual Guard System, combining both 
the wet and the dry systems; depicts 
the highly sensitive heat actuated de- 
vice; demonstrates automatic closing 
of sliding and swinging doors; start- 
ing of water screens; shutting off 
electric motors and fans, and with- 

drawing of highly inflammable liquids. 
' @ While most of the scenes were shot 
at the factory, others including those 
of fires, buildings equipped with Rock- 
wood apparatus and some sound ef- 


fects were made at various locations. 


} 
' Thus, the film content was selected 


and made to carry out the company’s 

selling themes, and its distribution is 

being handled as a direct sales activity. 

“The primary purpose of this film 

is to help dev elop immediate sales,” ex- 

} plains Mr. Ryan. 


a secondary group of showings which 


“However, there is 


' we attempt to take care of because 
they are extremely valuable from an 
Such are 


educational standpoint. 


likely to include insurance executives, 





Bfolder showing typical shots of Rockwood 
ikler's new sound film and giving a synopsis of 
Story is used to promote showings to select audi- 
&. The report form is shown in upper left corner 




















What This New Movie Shows - 


Automatic Protection against FIRE. WATER and SMOKE » 


fire department officials and similar 
groups. 

“The bulk of our showings are made 
to small audiences, generally consist- 
ing of several executives of .a firm 
which we consider to be a prospect 
for our equipment. We are not in- 
terested primarily in obtaining large 
audiences for the reason that we want 
to concentrate this effort on small, 
desirable groups of executives and 
plant managers which will promote 
immediate sales. We have shown the 
film to more than 200 audiences, at- 
tendance ranging from a single indi- 
vidual to 675 in a school. 

“To date the receptions have been 
excellent; interest has been held very 
well. A showing of the film generally 


leads to some specific questions and 


then it is possible to develop the ex- 
tent to which our new fire protection 
system can be applied to thé prospect’s 
property. Our own _ representative 
generally handles showings of this 
character and naturally he is in a posi- 
tion to cash in on the interest created 
by the film.” 

@ The film is handled by Worcester 
headquarters, by district offices and the 
company’s thirty salesmen. To obtain 
an accurate and permanent record of 
results, the company requires its men 
to report all showings on printed 
forms, giving the name of the com- 
pany, its address, the name of the per- 
son showing the film, the number of 
persons in attendance with their full 
names and titles. Other questions in- 
clude the following: “What was the 
audience’s reaction to film? Did they 
suggest any other groups that might 
be interested in film? What particu- 
lar apparatus or features was the audi- 
ence interested in?” 

These reports enable the head sales 
office to maintain an accurate check 
of the use of the film and to know at 
all times just what prospects are be- 
ing developed for various Rockwood 
equipment. An important activity 
will be selecting a desirable prospect 
list from those seeing the film, this 
being done by the amount of interest 
shown, the trend of questions and the 
general prospects of making sales. 
Comments from those seeing the 














One tells 


film have been very good. 
of the chief engineer of an insurance 
inspection bureau who made it a point 
to see three local showings of the pic 
ture in order to study more of the 
After the 


three showings, he said, “It is the fin- 


technical parts of the film. 


est thing that I have ever seen on fire 
protection. I got more out of the 
second and third showings than I did 
out of the first.” 

@ Another interesting reaction was 
that of an official of a leading paper 
manufacturer, who, being held in an 
important conference while the film 
was shown at his plant, and afterwards, 
learning from his associates that it was 
highly educational on fire protection, 
requested that the picture be shown to 
him. After seeing it, he remarked 
about the progressive engineering pol- 
icy of Rockwood, and said “the fu- 
ture will see some Rockwood apparatus 
in this plant.” 

Another prospective sale, believed 
to have good chances for early clos- 
ing, is the direct result of showing 
the film to the general plant manager 
of a large industrial firm, who imme- 
diately asked for a survey of his plant. 
Plans are now being presented, and 
previous discussion leads the Rock- 
wood company to believe that the sale, 
amounting to a substantial sum of 
money, will be closed shortly. 

Thus, in addition to their use for 
sales training, dealer education, creat- 
ing product acceptance and many 
other generally accepted applications, 
we see that movies may be used suc- 


cessfully to create immediate sales. 
















—————— 





Russell T. Gray, Inc., Twenty Years Old yoo rn 


@ MARKING twenty years of spe- 
cialized service in the industrial ad- 
vertising field, Russell T. Gray, Inc., 
tendered a luncheon, Dec. 22, to busi- 
ness publication representatives in 
Chicago who have been selling space 
in these mediums for at least twenty 
years, and who now call on this 
agency. Twenty-nine representatives 
were in attendance and telegrams from 
half a dozen more absent from the 
city were read expressing their regrets 
and their congratulations to the 
agency on its outstanding and suc- 
cessful record. 

Russell T. Gray, Inc., was founded 
in 1917 by Russell T. Gray, who died 
suddenly last May. Mr. Gray recog- 
nized the need for a specialized serv- 
ice in the industrial field and launched 
his agency with a determination to 
adhere to the technical field to the 
exclusion of general accounts. This 
policy has been maintained without 
deviation which is declared to be a 
record for any industrial agency over 
a like period of time. 

Harvey A. Scribner, who succeeded 
to the head of the agency upon Mr. 
Gray’s death, has been with the or- 
ganization for fourteen years and had 
served it as vice-president since 1927. 
Ruth V. Barr, secretary and treas- 
urer, has been afhliated with the 
agency for twelve years. W. J. Hig- 
gens, art director, John R. Armstrong 
and L. G. Willcox, account executives, 
are vice-presidents. 

The agency recently has added a 
number of new accounts to its list of 
thirty clients which includes several 
it has served for over fifteen years. 
Two accounts, Davis Regulator Com- 
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Hill. Mr. Conley was transferred to 
Chicago in 1921 on American Ma- 
chinist and later advanced to his pres- 
ent post of Western District Manager 
of Departmental Advertising for all 
McGraw-Hill publications. 
@ Others who presented long records 
of service in the business paper field, 
but not exclusively in the advertising 
branch, were A. C. Boughton, The 
Manufacturers Record, for forty- 
eight years, and A. T. Murphy, pub- 
lisher, Black Diamond, forty-four 
years. 

Harvey A. Scribner, president of 


- 


pany, Chicago, and Dings Magnetic 
Separator Company, Milwaukee, have 
been with the agency since its incep- 
tion. A number of other accounts 
have used the agency’s services exclu- 
sively since beginning advertising on 
a planned basis 

@ Win (Pop) Conley, McGraw-Hill 


Publishing Company, was given a 





medal of recognition for having the 


Coveted medal for long and distin- 
guished service as a business paper 
the luncheon. Mr. Conley started his space salesman awarded by Russell 
sites in nk oe, SEs te T. Gray, Inc., to Win "Pop" Conley, 
career in o7. wit i Aimerican McGraw-Hill Publishing Company 


Wheelman, which served the bicycle 


dongest record of industrial advertis- 
ing space selling of those present at 


industry during one of its most pro- the agency, reported a very satisfac- 
lific periods. He joined The Collier) tory year for 1937. Basing predic- 
Engineer in 1910 and later the Hill tions on the plans of their clients for 
Publishing Company when that com- 1938, he foresees a good year ahead 
pany merged the publication with its with appropriation increases ranging 
Coal Age, now published by McGraw- up to 33! per cent. 





Around the table helping the Russell T. Gray agency celebrate its twentieth 
anniversary last month were these veteran business paper representatives of 
twenty years or more service who now contact the agency: Starting at left, 
Al Perrin, "Better Roads" (rear); A. Hauptli, "Electrical World"; Dr. Otho 
F. Ball, “Modern Hospital” (rear); Don Heinly, ‘Bus Transportation"; A. T. 
Murphy, "The Black Diamond"; Ruth V. Barr, secretary and treasurer, Russell 
T. Gray, Inc.; John T. Hoole, "Automotive Industries"; Fred Hudson, ‘Engi- 
neering News-Record" (rear); Tom Dix, “American City" (rear); L. G. Willcox, 
vice-president, Russell T. Gray, Inc.; Walter Turner, "Gas Age"; Edward 
Wray, "Railway Purchases and Stores"; A. C. Boughton, “Manufacturers 
Record" (rear); J. M. Rodger, V.-P. and Western manager, McGraw-Hill Pub- 
lishing Co.; H. E. Hilty, Factory Management and Maintenance"; E. K. Ham- 
mond, "Machinery" (rear); Waldo Schnell and W. J. Higgens (rear), vice-presi- 
dent, Russell T. Gray, Inc.; Frank N. Davis, "The National Provisioner” (rear); 
E. Kiesling, Russell T. Gray, Inc.; Louis Brookman, Jr., "Concrete"; H. A. Scrib- 
ner, president, Russell T. Gray, Inc.; F. W. Henkel, "The Earth Mover" (rear); 
Win Conley, McGraw-Hill Publishing Co.; L. A. Cunningham, "Chemical & 
Metallurgical Engineering" (rear); Ralph O. McGraw, editor, "Industrial Mar- 
keting"; H. K. Hottenstein, "The Iron Age"; Louis Allen, "Cotton"; L. C. 
Pelott, ‘Steel’; A. R. Maujer, “Industrial Power"; J. E. Montgomery and S. A. 
Phillips, "Pit & Quarry"; John Armstrong, vice-president, Russell T. Gray, Inc. 
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“Merry Christmas, Bah!” Dept. 
Christmas is the time 
For the plural of present 
Particularly for those 
Who of good things he sent. 


But it isn’t the time 
For your ads to go soupy 
Unless you don’t care 
If your sales curve grows droopy. 


@ THAT fine bit of stuff, extracted 
from the old Chinese, expresses about 
the way we feel towards those indus- 
trial advertisers who wrap their ads 
up around holiday-time in fancy 
paper, tied with red ribbon, and drib- 
bling tinsel and holly. 

We're not first cousins of Old Man 
Scrooge—we’re just thumbs down on 
phoney commercialized sentiment. 

This month we bumped into a lot 
of folks who laid the icing on awfully 
thick, and we don’t think they’re do- 
ing themselves any good. Even the 
more conservative of these, like Wal- 
worth (who uses a page decorated 
with small reproductions of old ads, 
a holly wreath, and ribbon to echo, 
“Compliments of the Season and may 
1938 bring you Health, Happiness, 
and Prosperity”), and Shawco (who 
generously donates a 1938 calendar 
printed on most of its page) isn’t get- 
ting much for its money in our 
opinion. 

Exception—Cleveland Twist Drill 
who takes the liberty of hanging sev- 
eral different items of its line on a 
Christmas tree, but who more than 
saves itself by sticking to selling, and 
also hanging four excellent “test” 
tags on the tree. 


“We Save ‘Em Money” Dept. 

By this time all you kind readers 
who have struggled along with us 
these years know how fond we are 
of the kind of ads that tell the pros- 
pect how to save money, or who saved 


money by using so-and-so’s such-and- 
such, or any combination of those 
slants. Here and now we pay extra 
special tribute to several advertisers 
who ended the old year right by sell- 
ing smack up to midnight, Dec. 31. 
U. S. Steel, for one, who in a two 
color spread tells the world, ““We’re 
Glad We Could Help This Customer 
Save Money . Reduced his Steel 
Bill from $92,000 to $74,000... a 
Saving of 19.5%.” Good “‘case study” 
copy—three photos and a diagram to 
demonstrate how the job was done, 
and how it looked, before and after. 


Pneumatic Scale, for another, who 
does the best plugging to date of its 
fine “Lower Cost per Container” 
theme in a bleed page, “.06 Cent 
Saved Means Thousands of Dollars 
Earned,” the true-life story of a food 
manufacturer who found that by re- 
ducing the length of his carton flaps 
three-quarters of an inch he could 
save thousands in cardboard costs 
yearly. Only the great flexibility of 
his already installed Pneumatic pack- 
aging equipment permitted him to 
make this profitable change. 

@ So many interesting approaches for 
this type of copy. Elwell-Parker, for 
example, uses a page of seven inter- 
esting photographs to show materials 
handling in the average industrial 
plant—then goes on to tell in the copy 
how it has analyzed these seven loads 
—and that Elwell-Parker trucks can 
save money in each of these operations. 

J. D. Ferry, in a food magazine, 
uses the  straight-from-the-shoulder 
method, “2 Men... 250 lbs. of Per- 
fect Potato Chips Per Hour!” There’s 
the story in the headline. 

Nicholson File comes along with 
another of its interesting tests, done 
up attractively in a two color page, 
“Do you Buy Your Files on Ability 
to Remove Stock?” The picture charts 
the work test, and the copy works 
right into the fact that the three 
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Five Special New Departments .. . 
Talk about “Talk”... and a Handpicked 


Group of Fifteen Current Ads (Mostly Good) 
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TOU CAN MAKE SIMILAR SAVINGS BY INSTALLING RILEY 








































brands of Nicholson files accomplished 
thirty units of work while competitive 
brands were doing only twenty units. 
Nice, clean, convincing advertising. 
@ Another good page on tests, under 
the signature of Square D Company, 
“These Three Men Voted on Six Fea- 
tures! . . . Square D scored 93% . 
Second Choice 54%.” 

Then there’s Warren Webster’s dif- 
ferent “newspaper” approach. You’ve 
seen these ads, we’re sure, laid out as 
news items in one column. “183 
MADISON AVENUE OVERCOMES 
HEATING DIFFICULTIES” is a 
typical example. Then, directly un- 
der the main head, in usual newspaper 
style, several subheads like, “Webster 
Moderator System Gives Complete 
Satisfaction in Large Office Building” 
—SAVES $8,223 IN FOUR 
YEARS”—“South Wing of Building 
Formerly Hard to Heat Receives Even 
Steam Distribution” — “RENTAL 
VALUE IS INCREASED.” Then 
follows the story, crammed with facts. 
BUT—the sweetest part about this 
advertising is that because of its news- 
paper pattern it gets the entire story 
up in the head. It’s pretty effective, 
and especially when you run up 
against three of these case studies lined 
up together in the form of a full page. 
We found a set-up like that in one of 
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the heating papers. A stopper, and a 


seller. : 

Texaco (whom we recently men- 
tioned as doing a better job in the 
field of lubrication) is getting figures 
up in its headlines with spreads such 
as, “Engine Repairs Reduced 41%.” 

And here’s “Big Steel” once more in 
a page, “Less Scuffing and 12'2c Less 
ca, 

Aluminum Co. gets over a nice 

point nicely in one of its pages ad- 
dressed to the electrical industry, 
“Cost of Protecting These Cases From 
Exposure . . $00.00." The copy 
very clearly proves that point. 
@ In the brake lining business there’s 
Thermoid who does itself a lot of good 
by the way it’s written the story, 
“How Many Stops in Ten Million 
Miles?” This is the tale of one of 
its good customers who operates a 
fleet of 241 transport and trailer units 
no less than 365 days a year. If you 
don’t believe they know something 
ibout brake lining, you're crazy. 

But of all the ads we've seen 
this month having to do with time 
saved, labor saved, money saved, 
or something saved, the most 
powerful by far is a two-color 
spread belonging to the Riley 
Stoker Corporation. The layout 
is rather unimpressive, and not 
too easy-to-read, but the copy hits 
new tops on dollars-and-cents 
savings. Heading of spread: 
“How Would You Like to Make 
These Savings in Your Coal 
Bills.” Practically all of the re- 
mainder of the spread is packed 
with twenty genuine concrete 
case studies of real live people 
who have saved coal money 
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through the use of Riley Stokers. 
And every case study is written 
as a testimonial! WHere’s a sam- 
ple, “Hospital Makes Saving of 
$2300 Per Year by Installing 
Riley-Jones Stokers. ‘We found 
that we make a saving by the use 
of stokers. In 1935, we made a 
saving of about $1800 and in 1936 
we made a saving of $2300.’ But- 
ler Hospital, Providence, R. I.” 
Twenty of these! What sales 
ammunition! A machine gun 
load for mowing down pros- 
pects! Certainly Robert J. 
Krieger, advertising manager, 
Riley-Stoker Corporation, de- 
serves our first 1938 bouquet for 
good copy. 


“Snappy Comeback” Dept. 

Be the life of the party! Amuse 
your friends! Have the ladies nuts 
about you! How? It’s easy. Just 
be sure you always have at your 
tongue’s tip a flippy retort-—what is 
known as “the smartcrack.” But be 
sure you're up-to-date on these, and 
ahead of your neighbors. Nothing’s 
worse than old stuff. Stuff like “Come 
up and see me some time,” and “That 
was no lady that was my wife” will 
only get you into trouble. Such quips 
as these are too, too old for anything 
but industrial advertising. That’s the 
final resting place for old, wornout, 
run-down colloquialisms. We run 
across them every month, and they 
make us feel very sad. 

Just this month we sobbed ourselves 
to sleep over “Something on the Ball!” 
which heads a front cover, advertising 
Maurice A. Knight’s stoneware. Then 
there’s ““They’ve Got Everything” 
which refers to the Radio City Music 
Hall Rockettes, and which is the great 
thing they have in common with 
Jacques Wolf Co. who also has 
everything—for the hosiery finisher’s 
need. Dandy! 

Crompton & Knowles shouts, “It’s 
Just Got to Come!” one of those 
pseudo economic ad pages. Goody! 

Dorr Co. achieves a new note of 
originality with “Let’s Look at the 
Record.” Zowie! 

“You Have Something There” is 
the way a Wilson Supply Co. page 
starts on its way. We wouldn’t know 
about that, but i¢ has something all 
right. Something that begins with 
‘L” like lemon. 

It took Clark Controller Co. how- 
ever, to resurrect the bon mot, the 
gem, the tour de force of the month. 


It introduces a new master switch in 
a color page that states in big letters 
across its top—guess what?—aw’ come 
on—well then, hold your hats, here 
goes—“Yes Sir! That’s our Baby!” 
Whoopee! Some kid, hey stuff? 


“Facts Is Facts” Dept. 

When you have a lot on your mind, 
we know of nothing better than com- 
ing right out with it, straight-for- 
wardly and convincingly, without any 
flourishes and furbelows, fancy stuff 
and circumlocutions. How often have 
salesmen rambled on and on to you 
until you could hardly refrain from 
screeching, “Get to the point, will 
you!” 

Not enough people remember this 
when they write advertising under 





such conditions. Fortunately, how- 
ever, there are always a good handful 
of advertisers who do a wholesome in- 
formative job and point the way. 
This month, for instance, there is no 
better example than the Houston Pipe 
Line Co. It has a page called, “Sober 
Fact,” and good, solid, sober fact it 
is, too. Small picture of the 650 mile 
area in Texas that its pipeline serves— 
long copy divided into eight neat, log- 
ical sections—a short introduction— 
then “Markets,” “Transportation Fa- 
cilities,” “Resources,” “Climate,” 
“Available Sites,” “Fuel,” and “Send 
for a Survey.” 

American Rolling Mill does the 
same type of a comprehensive, direct 
job with a page, “The Simple Facts 
About Stainless in Textile Machinery.” 

Remember the “Question and An- 
swer” method? Pratt Whitney 
makes novel and effective use of it in 
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a spread that pictures a courtroom 
scene, judge on the bench, witness in 
the stand. The witness happens to 
be an operator of some twenty years’ 
standing of a P & W jig borer. Most 
of the copy is the judge’s questions, 
and the witness’ answers. It is factual 
to the nth degree. 

Revere Copper & Brass tells an in- 
triguing story in words and pictures, 
Carpenter Steel 
claims, “No Trouble to Punch and 


“Making a Spoon.” 


Form this Stainless Strip” and copy 
and illustrations prove why not. 

Diamond Power Specialty in a 
two-color spread reproduces on one 
page Power’s tabulation of new indus- 
trial power plants over 200 lbs. since 
Jan. 1, 1936, and stamps over it in 
healthy lettering, “86% of these 
plants are equipped with Diamond 
Soot Blowers.” It does the same with 
the facing page which reproduces 
Power’s tabulation of new central sta- 
tions over 200 lbs., only here the fig- 
ure is “90% Diamond equipped.” 
Facts is facts! 


“New Low” Dept. 

Quick, Heinrich, das Flit! Ads like 
the following need extermination, or, 
at least, fumigation. “ ‘Performance’,” 
says Highway Trailer. “We have said 
it again and again.” Maybe we haven’t 
said it again and again, too—please 
lay off such exhausted, weary words. 

“Uniform,” says Delco Motors. 
Tie-up—the poplar trees of France. 
“Game!” cries W. O. Barnes Co. Tie- 
up—a mule. “Tough!” grunts Phill, 
Gear. Tie-up—wrestlers. ““Good Points 
to Remember,” cautions Ludlum Steel. 
Tie-up—a pair of pointers. 

“Got a job for a Tough Baby?” 
asks L. H. Gilmer Co. 'Tie-up—baby 
with boxing gloves on. ‘Smooth as 
a Silk Stocking” suggests Roper 
Pump. Tie-up—silk stocking filled 
with feminine limb. “Bad as an over- 
ripe egg!” groans us. Tie-up—all copy- 
writers trying to get away with this 
kind of tripe. 


Talk About Talk 

There’s treachery in quotation 
marks—don’t try to put any words 
inside them unless you’re sure you’ve 
listened closely to your fellow beings 
with their mouths open. People just 
don’t say those things that so many 
advertising copywriters think they do. 

Nobody—no matter how stodgy— 


ever pronounced himself, as Tru-lay 
Preformed Wire Rope would have it, 
of such a statement as “Say! 
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WHAT 3 Mlachine Designers 
SAY ABOUT REEVES SPEED CONTROL 


J 


SPEED CONTROL 


Editor's Note: Here's a good piece 
of testimonial copy which The Copy 
Chasers must have overlooked— 
names, faces, quotes, a la cold cream, 
cigarettes, soap chips, 'n ever'thin’ 








from the standpoint of comparative 
service Tru-lay Preformed is grossly 
under-priced.”” (The supposition that 
anybody would say anything like that 
is fantastic enough. ) 

Or can you imagine a hardware re- 
tailer—probably among the least en- 
terprising of all business men—hold- 
ing up a Carborundum display sign 
and shouting, “OKAY PROFITS 
COME ON IN!”? 

Continuity being an art in itself— 
an art that even such a high-priced 
profession as radio had a hard time 
getting on to—we’re afraid we can’t 
be of much constructive help to the 
industrial advertiser, other than to say 
“Lay off.” 
upon taking advantage of the admitted 


But for those who insist 


interest—getting property of quotes, 
we'll try to point out the more obvi- 
ous pitfalls. 

Quotation marks, fundamentally, 
are dramatic, but there’s no reason 
for forgetting the laws of good ad- 
vertising while striving for further 
dramatic effect. Standard Oil of In- 
diana does a good job with “By the 
way, Jim, get in touch with the 
Standard Lubrication Engineer 
he saved us money on that last instal- 
lation.” “At this rate, the oil will 
outlast the turbine” is an equally good 
Gulf headline. Mathews Hydrants 
combines action and salesmanship with 
“Fire’s out. Let’s go. We won’t have 
to pump that hydrant dry—it’s a 
Mathews.” And Graton & Knight 


puts its basic sales idea into quotes 





thusly: “We don’t want our money 
back—we got our two per cent extra 
production.” 

Don’t put your own words into the 
mouth of a customer—think of what 
he’d be most likely to say, not what 
you’d like him to say. Now the man- 
ufacturer of the Grigsby Ignition Coil 
would be tickled to death if one of 
its customers should remark, “It’s hard 
to believe a coil can do so much”... 
and Marmon-Herrington would like 
all truck drivers to banter back and 
forth with “Man, oh man! What a 
truck!” and “You said it ... and 
this all-wheel-drive is the answer”— 
but it just doesn’t happen that way. 
If you’re going to proclaim the virtues 
of your product, do it yourself; or 
get a bona fide testimonial. 

Much more convincing is the ad on 

Exide Batteries which quotes from ac- 
tual letters: “Exide-Ironclad Batteries 
are outlasting their guarantee 50%,” 
“Six years ago we purchased our first 
two Exide-Ironclad Batteries . . . we 
now have ten” and a handful more. 
Unfortunately, these aren’t strictly 
quotes, coming from letters, but 
they’d sound natural if spoken out 
loud. 
@ Somebody at Westinghouse has a 
mistaken idea of how executives talk. 
Here are three examples of the unreal 
stuff that makes very dull reading: 
“This year one profitable experience 
has taught us the difference between 
plain elevator maintenance crew serv- 
ice and a Westinghouse Elevator Main- 
tenance Contract”—try to say that 
in a single breath! ‘“There’s the sound- 
est investment for Dividend Protec- 
tion we ever made”—that’s taking a 
lot for granted. ‘You achieve better 
service from your older elevators than 
I do from mine—what’s the answer?” 
—‘‘achieve,” indeed! 

Why doesn’t the writer responsible 
for those dreary headlines drop over 
by the desk of the fellow doing the 
Westinghouse institutional series and 
find out how it’s done! “Look, 
Mother! I fixed the lights!” and “Aw 
please, Mother—can’t we go on the 
are believable quotes. 


> 


street car?’ 

But don’t get the idea you have to 
put “Mother” into a headline to make 
it good. There’s human interest in 
industry: “I kept this man waiting an 
hour and almost lost $400 a month” 
(Colgate-Palmolive-Peet) is pregnant 
with dramatic possibilities. ‘Find 
out when our lease expires in this 
building” is a beaut—suggesting a sit- 

(Continued on Page 55) 
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@ THAT a thousand or so industrial 
advertising and marketing executives 
place high value on the various ac- 
tivities of the National Industrial Ad- 
vertisers Association is proved by the 
interest they take in them. Consid- 
ering it in the light of a logical ques- 
tion . . . what are some of them— 
what do they hope to accomplish . . . 
and are they reaching their respective 
objectives? Space in this issue pro- 
hibits discussion of every current ac- 
tivity. Those mentioned are not con- 
sidered the most important; rather 
have they been chosen because of 


their inherent immediate value. 


THE PUBLISHERS’ STATEMENT 


(An activity shared by the St. Louis 
and Cleveland chapters. ) 

In 1937, the St. Louis chapter com- 
pleted a four year exhaustive study 
that resulted in the adoption of four 
publishers’ statement forms. One form 
to apply to publications offering au- 
dited paid circulation; another for 
audited controlled circulation maga- 
zines; the third for publications of- 
fering neither ABC nor CCA audited 
circulation; the fourth form applies 
to publications sponsored by charitable 
or political organizations. The St. 
Louis committee, headed by H. von 
P. Thomas, advertising manager, Buss- 
mann Manufacturing Company, has 
made available to publications and 
ultimately to N.I.A.A. members a 
source of invaluable information. N. 
I.A.A. needs not repeat to such ex- 
cellent organizations as ABC and CCA 
that these forms hope only to supple- 
ment the splendid work they are do- 
ing. As its 1938 activity the Cleve- 
land chapter, Industrial Marketers of 
Cleveland, through a committee 
headed by Louis J. Ort and assisted 
by E. B. Bossart, E. L. Oldham and 
W. A. Weaver, has undertaken the re- 
sponsibility of securing the widespread 
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Looking Forward with N. 1. A. A. 


By RICHARD P. DODDS 
Vice-President N.I.A.A. 


Manager, Advertising and Sales Promotion 


TRUSCON STEEL COMPANY, YOUNGSTOWN 


distribution and 
use of these 
forms. It is rec- 
ognized by all 
those who had a 
part in originat- 
ing the Publish- 
ers’ Statement 
Forms, and by 
those who will 
guide their distri- 
bution, that the 
work represents progress and the proof 


R. P. DODDS 


will lie in the measure of their use. 


DIRECT MAIL SURVEY 

(An activity sponsored by the 
Youngstown District Industrial Mar- 
keters—Youngstown chapter.) 

One of the most interesting and 
potentially valuable surveys ever con- 
ducted on the subject of ““What Hap- 
pens to Direct Mail,” will be made 
available to N.1.A.A. members in 
about 90 days. A condensed digest 
that will interest everyone who uses 
direct mail as an industrial sales tool. 


UNIFORM TRIM SIZE FOR 
INDUSTRIAL PUBLICATIONS 


(1937 activity of Industrial Adver- 
tising Council—Pittsburgh chapter. ) 

The report of this survey has been 
completed and distributed with “N.I. 
A.A. News.” A comprehensive and 
searching analysis of the existing trim 
size of industrial magazines and a 
move in the direction of uniformity of 
trim size in the future. 


THE N.LA.A. NEWS 


(1938 activity of Milwaukee Asso- 
ciation of Industrial Advertisers—Mil- 
waukee chapter.) 

The official dominant house organ 
of N.LA.A., edited for N.ILA.A. 
members and prospective members, 
the “News” is a mirror that reflects 
the vigorous activities that make N.I. 
A.A. the strongest and most authori- 
tative voice in today’s program of 
organized advertising and marketing 


practices. Not a ballyhoo sheet—but 
a sound, sensible organ of association 


activities. 


SURVEY OF INDUSTRIAL 
ADVERTISING BUDGETS 

(1938 activity of Industrial Mar- 
keters of New Jersey—New Jersey 
chapter. ) 

One of the most important in the 
entire portfolio of N.I.A.A. activities. 
Sponsored during the current fiscal 
year by New Jersey chapter, the 
budget survey is a carefully consid- 
ered and intelligently reported an- 
alysis of hundreds of industrial ad- 
vertising budgets. Distributed with 
the “N.I.A.A. News” it constitutes 
a valuable reference work for all who 
are charged with the responsibility for 
preparing and administering industrial 
advertising budgets. 

The many other current N.I.A.A. 
activities demonstrate the value of 
N.1L.A.A. membership. From no other 
source can an industrial advertising 
or marketing executive procure this 
same wealth of usable material. N.I. 
A.A. membership offers entre to the 
type of coérdinated thinking and ac- 
tion that makes for greater individual 
progress . coincidentally, it tends 
to elevate the entire industrial mar- 
keting plane. 


Thomas Pays Bonus 


Additional compensation, averaging sev- 
enteen weeks’ salary, was paid to the office 
staff of the Thomas Publishing Company, 
New York, publishers of Thomas’ Regis- 
ter, Industrial Equipment News and Build- 
ing Products for 1937. This is a continu- 
ation of a policy of the company adopted 
three years ago to share with its employes 
a substantial percentage of its profits. In 
1936, the additional compensation aver 
aged fifteen weeks’ salary 


Gray Gets Diesel Account 


Diesel Equipment Corporation, Chicago, 
has appointed Russell T. Gray, Inc., Chi- 
cago, to handle its advertising. Direct mail, 
engineering and business papers will be 
used. 

F. W. Cederleaf, formerly with the Ex- 
Cell-O Corporation, Detroit, has been ap- 
pointed general sales manager of the com- 
pany. 
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New Conquerors 
for the Railroads 


In recent years .... the railroads have made 
great conquests in winning the goodwill and preference 
of America’s traveling public, through spectacular inno- 
vations and improvements in passenger equipment. Out- 
standing among the builders of traffic for the railroads 
are the sleek streamlined trains, now found in every section 
of the country. These trains symbolize the alert, energetic 
determination of the railroads to improve service and mod- 
ernize equipment and facilities. 

In making your 1938 sales plans, it is important to con- 
sider the railway industry . . . for it is one of the nation’s 
greatest users of industrial goods. With the reason- 


able assurance of a broad freight rate increase, continuous 


All 

ra wit : — A.B.C. 

th oo \ ) +a ca A.B.P. 
Rea : - ‘Nang, 






ae 
ow ee oe - 


Pre i : 
5 ; . 
' 


advertising to the railway market will prove particularly 


timely and important. 


Aggressive advertising, properly directed through one or 
more of the five Simmons-Boardman departmental rail- 
way publications, will be a strong factor in influencing 
the direction of railway buying in 1938. These publica- 
tions provide an effective and economical means of pre- 
senting your sales story to the railway industry, enabling 
you to select and reach your own railway audience 

for each publication is devoted exclusively to a definite 
branch of railway service . . . and each one has a special- 


ized circulation of men with buying power and influence. 


Your 1938 selling program should include one or more 
of the Simmons-Boardman railway publications as an im- 
portant part of a vigorous campaign to pave the way for 


increased railway sales. 


Simmons-Boardman Publications 


30 Church Street, New York, N. Y. 








Los Angeles 


San Francisco Seattle Terminal Tower, Cleveland 
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WAYLAND H. EVANS 


Manager of Advertising and Sales 
Promotion Division 


SOLVING TODAY'S Sales PROBLEMS 


FOR MORE THAN A SCORE OF LEADING MANUFACTURERS 


It has been our privilege to assist 
in lowering sales costs, multiply- 
ing sales, increasing profits for 
many leading Manufacturers by 
studying their business from the 
ground up—Basing Action on 
Facts rather than Theories. 


In an organization qualified for 
such accomplishment, Men become 
the factor of greatest importance. 


Their characters, their abilities, 
their experience, and their alert- 
ness to changing needs, measure 
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MELVIN J. EVANS 


Manager of Sales Research 
Division 


the value of their combined work. 


It is our belief that, in presenting 
the staff of Evans Associates, Inc., 
we Clearly indicate the high qual- 
ity of our services. 


It has paid many Manufacturers to 
consult us concerning their Sales 
and Advertising Problems—to work 
with us in their solution. 


Your own communication will re- 
ceive prompt and thoughtful atten- 
tion without obligation to you. 
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SALES CONTROL 

Only by effective sales control methods can 
sales potentials be reached — proper terri- 
torial quotas set. In the sales department 
of one Company we found little relationship 
between quotas established and the actual 
| potential. When a combination of suitable 
statistics and market research uncovered 
the error, they were able to correct it with 
a nice sales increase as a result. 


ADVERTISING 

We have been able to prove to our clients 
that their advertising attains new highs in 
results when based on market facts — does 
so at a decided saving because it relies on 
knowledge rather than theory. Whatever 
the purposes of a campaign, selling, insti- 
tutional or otherwise, its success is assured 
in advance when written, illustrated and 
brought to the buyers’ attention by proven 
methods. 

Such proof is in the financial statements as 
well as the sales records of our clients. 


MARKET SURVEYS 


One of our clients recently contemplated 
the addition of a new product to their line. 
Our market survey not only definitely dem- 
onstrated the losses which would result if 
the plan were carried out, but showed the 
profits which would result through a real 
improvement in one of their existing lines. 
Subsequent developments have proved the 
accuracy of our findings. 


PRODUCT ANALYSIS 


Based on Market Research, product analysis 
often produces phenomenal results. At the 
moment we have been able to uncover one 
unique advantage in the product of a client 
which greatly widens its consumer appeal 
—results in increased sales and profits. 
Another such analysis has placed an entire 
dealer program on a much sounder and 
more economical basis. 


VISUAL SALES PRESENTATIONS 


We have developed many types of illustrated 
sales equipment—in use by nationally 
known companies. There is hardly any sales 
story which cannot be visually told to ad- 
vantage, and it is our experience that the 
cost of properly equipping a sales force pays 
for itself over and over again in results. 


PUBLIC RELATIONS 


Paralleling institutional advertising is the 
broader problem of “public relations”. We 
have just finished a very interesting cam- 
paign for a client, assisting him to solve a 
specific problem existing in the territory of 
a subsidiary while building for the com- 
pany a new appreciation in the community. 
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ROBLEMS 


INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Short Range Budgeting 

| am having difficulty in getting our 
management to approve a budget for 
1938. They do not seem to be will- 
ing to commit themselves and we are 
running perilously close to the first of 
the year. What do you think should 
be done? 

ADVERTISING MANAGER. 

As this answer will be read in Jan- 
uary, your problem has probably been 
solved. However, it generally may 
be said that there is quite a trend to- 
ward short range budgets—some com- 
panies planning on a quarterly and 
This is 


particularly helpful at a time when 


others on a six-month basis. 


the whole year’s budget might be cut 
too much. 

If the budget is developed on a 
quarterly or six month basis, you can 
make adjustments to more accurately 
meet the current business situation. 


Type of Advertising 
For 1938? 

We are struggling with layouts and 
copy for 1938 and are wondering if 
anyone has any crystallized suggestions 
as to the type of advertisements that 
will prove most popular for 1938. 

ADVERTISING MANAGER. 

It is impossible to answer your ques- 
tion with any degree of authority. 
However, many comments might be 
made that would prove helpful. For 
instance: 

1. Men will 
time in 1938 to read your advertise- 


probably have less 
ments. Strong, simple suspended ac- 
tion pictures—large, few word head- 
lines—short copy with clear name 
identification should prove effective. 
Many with 
fourteen point type in their body copy 
when they might better have stronger 


companies waste space 


headings and better company identi- 
fications and drop down to eight point 
body type which is certainly large 
enough to be read easily. 

2. Plus always be 
secured by using small thumb-nail 
sketches and short word descriptions 
or comments on special features or 


values may 
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additional products sold by the same 
These plus values are so 
often and so easily overlooked. While 
good heavy working copy has been 
the theme in 1937, it has failed in a 
certain measure to attract attention 


company. 


and stop hurried readers. 

3. Bleed and color continue to rate 
high when used effectively. 

4. Position continues to be im- 
portant. 

These general comments of course 
cannot be taken too seriously as no 
two jobs are the same. Each must 
have its own individual treatment. 
You may find it helpful to chart the 
features made regarding your com- 
pany and its products during the 
past year to determine if they have 
been the most effective. A review 
will show up weaknesses that can be 
corrected in the coming year. 


Industrial Market Surveys 

We are planning to make a survey 
of one market in an effort to secure 
certain information. I do not have 
the money to have this survey made 
by professional organizations and have 
been told that it is up to me to get 
the facts. What would you do? 

SALES PROMOTION MANAGER. 

First, I would get a proposal from 
one or two professional survey organ- 
izations to see what they would rec- 
ommend. Then if we thought we 
could not make an intelligent survey 
[ would try to sell management on 
having the professional men do the 
work. 

Failing in this, we would cover one 
section of the market with the sales 
force—that is, have each salesman per- 
haps call on not more than five cus- 
tomers or prospective customers, tak- 
ing for granted that sales management 
would not want you to burden them 
with this task. Next we would de- 
velop a simple questionnaire to another 
cross-section of the market and try 
to get a fair picture by mail, offering 
some little inducement if possible. 

Third, we would telephone another 
section of the market even if it were 


necessary to go to certain pivotal 
points to make the telephone calls on 
a more reasonable cost basis. Finally, 
we would take all three—the sales- 
men’s reports, the questionnaire, and 
the telephone call information— 
grouping the material together and de- 
velop the answers. 


Reminders for Jobbers’ 
And Dealers’ Salesmen 

We sell a product through jobbers 
and while we can do very little to 
help them, 1 should like to make some 
small gesture that would increase their 
interest. Have you any suggestions? 

ADVERTISING MANAGER. 

Obviously a strong national adver- 
tising campaign to develop accept- 
ance of your product would be the 
best thing you could do to help job- 
bers. 

Jobbers are more and more unwill- 
ing to codperate with manufacturers 
who do not back them up with sub- 
stantial advertising that will create a 
market for the products they are sup- 
posed to sell. There are a few com- 
mon helps, however, that may prove 
interesting and within your budget: 

1. The most customary help in- 
cludes complete well printed infor- 
mational literature on every feature 
of your product. 

2. Helpful sales manual material 
and price set-up to make it easy to 
quote. 

3. A follow-up system on every 
call that will place your literature in 
the prospect’s hands if the jobbers’ 
salesmen codperate by giving you the 
prospects’ names and addresses. 

4. Working models and samples 
for jobbers’ salesmen. One manufac- 
turer has found it helpful to give job- 
bers’ salesmen automatic pencils with 
the name of the product and sales fea- 
tures written on the various faces of 
the pencil. This keeps the jobbers’ 
salesmen in continual remembrance of 
the product, that might be forgotten 
among so many other lines sold by the 
same jobber. 

§. Performance 
hands of jobbers’ salesmen, particu- 
larly when they are not as familiar 
as they ought to be with the line, 
prove very helpful in some cases. 


surveys in the 





Wells Leaves Gatke 

John E. Wells has resigned as sales pro- 
motion manager of Gatke Corporation, 
Chicago. Mr. Wells was previously ad- 
vertising manager of Ex-Cell-O Corpora- 
tion, Detroit. 
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Closing! Closing! Closing! 


QUICKMAIL—the new method 
for increasing returns from ad- 
vertising—will be incorporated 
in the BLUE BOOK. You will 
want full details concerning this 
coupon inquiry system. The 
coupon is, in effect, a private 
mailing label, making inquiry 
convenient for the user of the 


BLUE BOOK. 
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.... Marcu First 


Boom the date of its first announcement, the BLUE 
BOOK has "clicked." Manufacturers like its functional organization. They like its 
divisions matching the divisions of utility work: Generation, Transmission, Distribution 
and Utilization. They like the fact that buyers for power companies will be able to 
locate products for any department by a flip of the finger on the tabbed sectional 
cover for each division, without having to page through a mass of unrelated items. 
They have registered their liking for the BLUE BOOK in generous space reservations, 
knowing that their adve:tisements will be right where the buyer will look for them,’ 
because they can use space in every section for which they make a product. A letter 


or wire will bring our nearest representative. 


ELECTRICAL PUBLICATIONS 


360 North Michigan Avenue, CHICAGO 
New York: 8 West 40th St. 7 Cleveland: 1836 Euclid Ave. 
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Industrial Advertising's 
Problem in 1938 
@ INDUSTRIAL advertising is confronted 


with its greatest problem and opportunity at 
the beginning of 1938. With the brakes on 
business apparently set, and a steep road ahead 
to climb, there is a chance for advertising to 
demonstrate conclusively that it is the motive 
power which carries business to its highest levels. 

In view of the reports of 1938 budgets which 
have been made known, it is reasonable to assume 
that there is as much if not slightly more money 
ear-marked for advertising this year than last, 
and with prospects of more being allotted at 
the turn of the second quarter if the outlook 
appears brighter. There are instances where this 
picture does not maintain, but on the whole the 
situation is promising and definitely registers 
management’s confidence in advertising as a sell- 
ing factor. 

This manifestation on the part of manage- 
ment presents a challenge to advertising execu- 
tives, whether voiced or inferred. It means that 
these men entrusted with spending millions of 
dollars to foster industry’s welfare must use 
every bit of ingenuity and sales ability they can 
muster to make their advertising programs ef- 
fective and profitable. And that calls for a vast 
improvement in industrial advertising and pro- 
motion in general. 

The outstanding and noteworthy jobs which 
are being done in a good number of cases will 
be still more outstanding at the end of 1938, 
when the progress of business made during the 
year is drawn for comparison. The men who 
direct these campaigns deserve the highest com- 
mendation, not only from their own manage- 
ments, but from industry as a whole, for they 
are contributing to industry’s progress in gen- 
eral. 

On the other hand, however, lies the vast 
field for improvement in that part of industrial 
advertising which appears as though its chief 
mission is going through the motions. Here is 
the division which challenges the future of in- 
dustrial advertising—that segment which peri- 
odically questions the value of advertising and 
blue pencils the appropriation at the first sign 
of diminishing profits. It is in this field that 
organized forces must combine to raise the 
standard of advertising and create a better ap- 
preciation among management of its function 
and worth. 
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How can this be done? First, by advertising 
managers becoming greater students of the fun- 
damentals of good advertising and applying them 
in their work; second, by their becoming inti- 
mately acquainted with the markets for their 
products so they may direct their efforts in the 
most fertile fields with copy of the right tone; 
third, by they themselves knowing definitely 
the results, direct or indirect, that their advertis- 
ing and promotion are achieving and bringing 
them forcefully to the attention of management 
—not for personal laudation, but for recognition 
of advertising’s effectiveness and its value. 

Advertising must produce in 1938—it can 
produce, and will produce, if given half a 
chance, and management will know that it does 
produce, if advertising managers keep it well in- 
formed of the progress they make. Industrial 
advertising managers must assert themselves in 
1938. 


N.I.A.A.'s Responsibility 
To Industrial Advertising 


@ THE National Industrial Advertisers Asso- 
ciation, which has established itself as the repre- 
sentative of the industrial advertising profession, 
automatically incurs responsibility for its gen- 
eral welfare and future. Whether this is recog- 
nized in directing activities of the organization 
through its various chapters, the projects re- 
viewed in this issue by Vice-President Richard 
P. Dodds show that the work of the association 
is in that general direction. 

There is one phase of this responsibility which 
should not be overlooked, and that is the educa- 
tion and development of better industrial ad- 
vertising executives. Industrial advertising 
work is a relatively new profession, at least in 
the broad sense in which it is considered today, 
and its future lies in the growth of the men who 
are now directing the promotional efforts of in- 
dustrial marketers and those who enter the field. 

Assuming that the less experienced men are 
schooled in the fundamentals and the use of the 
various tools available for industrial advertising 
work, then perhaps the most useful thing that 
could be furnished to these men would be pat- 
terns to follow in cutting their cloth most eco- 
nomically and effectively. Patterns, in this re- 
gard, take the form of experiences, and these 
may be passed on individually or in broadcast 
fashion such as in the case studies and stories 
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appearing regularly in these pages. The success 
of the “How to” program of the N.I.A.A. Chi- 
cago conference emphasizes the desire for more 
“patterns” and it is to be hoped that the com- 
mittee which will build the Cleveland conference 
program will give this fact adequate considera- 
tion and recognition in its work. 

Only through experience can we develop, and 
if the N.LA.A. is desirous of seeing the profes- 
sion grow as rapidly as possible and achieve its 
due recognition, then it must put a concerted 
effort on the educational phase of its work. 
Members of the association should be made con- 
scious of this responsibility of their association 
and be encouraged to share their discoveries 
without reservation as is done in the fields of 
science, chemistry and medicine. 

What is done along these lines will tend to 
make industrial advertising as a whole more 
effective and profitable and contribute to the 
general good of the profession. 


The Publishers’ 


Statement Form 


@ INITIAL distribution last month of the 
N.I.A.A. publishers’ statement form to the asso- 
ciation’s more than 1,000 members and to some 
1,200 business paper publishers marked an event 
of more than passing significance. Organized 
industrial advertising asserted itself, and in no 
uncertain terms told publishers exactly what it 
wants to know about their publications, and 
what must be revealed in order that they may 
receive proper consideration in making up lists 
to carry advertising schedules. 

The committee which drafted the form made 
its report at the N.I.A.A. Chicago conference 
and the purpose and objectives as given at that 
time were published in these pages for October, 
1937. The project then was turned over to an- 
other committee sponsored by the Cleveland 
chapter to promote the use of the form. The 
distribution just made is the first step. The 
next step is to obtain coéperation of the mem- 
bership to request publishers to furnish informa- 
tion on the blanks, and the codperation of pub- 
lishers to compile the data thus needed regarding 
their papers. Whether the project will work 
out fully as planned and hoped for is a matter 
of conjecture. 

Generally speaking, the form is acceptable 
both to advertisers and publishers. But here and 
there may be heard some rumblings. The larger 
publishers, those with adequate organizations and 
finances, have grasped the form as an oppor- 
tunity to win the favor of organized advertising 
which they have long generously supported. 
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Whereas on the other hand, some of the so- 
called smaller publishers are mildly protesting, 
under breath, that part of the answers called for 
on the form necessitate an unreasonable burden 
of expense to set up and maintain. 

Two points on which most of the objections 
are centered are those for “‘average circulation 
per-issue-per-year and advertising rate, for the 
preceding fifteen years,” and the breakdown of 
circulation by counties (optional until Jan. 1, 
1939). Other minor objections are made on the 
basis that ABC or CCA reports give adequate 
information for all general purposes. Adver- 
tisers contend that these data asked for, and 
others concerning editorial performance, are 
essential for proper evaluation of publications. 

In surveying this situation, which of course is 
not at all serious in its aspects, it must be borne 
in mind that the N.I.A.A. publishers’ statement 
form is not something that sprang up over night 
and is being forced upon the publishers. In- 
stead, it is the culmination of four years of work 
during which time the committee conferred 
with publishers, advertising agencies and adver- 
tisers throughout the country in order to arrive 
at a form acceptable and serviceable to all con- 
cerned. 

The objective of the entire movement is to 
provide advertisers with vital information about 
the publications in which they spend their 
money, or contemplate doing so, in a concise, 
compact form, and in a manner which will en- 
able evaluation of competing papers on compar- 
able data, whether of ABC, CCA, or unaudited 
classification. And because of the sincerity of 
the purpose, and the desire and willingness of 
the publishers to coéperate with their adver- 
tisers, the outcome is certain to be one of har- 
mony after all points have been fully weighed 
and in some instances corrected, if necessary, 
with mutual consent. 

One benefit to all is sure to materialize as a 
result of the N.I.A.A. publishers’ statement 
form, and that is a better understanding be- 
tween business paper publishers and industrial 
advertisers. 


Business Papers Do 
Creditable Job in 1937 


@ SEVERAL advertising agency executives 
commenting on the trend of industrial advertising 
in 1937, made special reference to the improve- 
ment made by business papers. These mediums, 
they observed, made noticeable gains last year in 
reader interest and thus strengthened their posi- 
tions as the keystone of well balanced industrial 
advertising programs. 
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Trends 


A review of conditions within industries which influence industrial 
marketing procedure, written by editors of business papers 





Development of New 
Equipment Increasing 
@ DURING 1938 we look for activ- 


ity in new developments to exceed 
those of 1937, and we are watching 
particularly such activities as the fol- 
lowing: 

Operating cycle control in which 
equipment centralizes the control of 
many functions in an operation or se- 
quence of operation, or activity of a 
process throughout an entire plant; 
photoelectric equipment expanding in 
its applications to control of illumina- 
tion measuring, recording, accounting, 
safeguarding, and many other possi- 
bilities which were either opened or 
furthered during the past year; glass 
which is now available in numerous 
new and improved forms will be un- 
covering many markets and have a 
definite effect upon development of 
additional equipment as well as addi- 
tional products. 

Plastics, which opened up numerous 
new possibilities during 1937, will 
doubtless continue in this activity on 
a broadened scale. Railroads which 
have begun to install rails welded into 
continuous lengths will continue this 
installation, so additional roads will be 
able to profit by the very marked de- 


crease in required maintenance. Re- 
search institutions, such as Mellon 
Institute in Pittsburgh and other re- 
search organizations connected with 
the major manufacturing plants, will 
produce numerous things, very possi- 
bly revolutionary entirely unpredict- 
able at this time. 

In short, while it is not possible to 
forecast, and probably never will be, 
the new developments in equipment, 
parts and material, we can predict 
with entire safety that as each new 
thing comes out it will make oppor- 
tunity for a half dozen additional 
things and the resulting development 
will be a continuously broadening one. 
W. E. Irtsx, Editor, Industrial Equip- 


ment News. 


Power Equipment 

In Constant Demand 

@ THE power plant field is more 
stable than many others, due to the 
fact that no matter whether business 
is up somewhat or down somewhat, 
power must still be supplied. If only 
half an office building is occupied, or 
if a mill is running only seventy-five 
per cent of capacity, almost as much 
power must be furnished as if the 


whole building were occupied and the 


mill were running one hundred per 
cent capacity. This means that the 
equipment is being used and being 
worn out. 

Steam boilers are rigidly inspected 
in practically all states and as they 
grow older the tendency is to cut 
down the allowable working pressure. 
This process goes on until the pressure 
is reduced to the point where new 
boilers are an absolute necessity. The 
same principle applies to other pieces 
of power plant equipment as well as 
the power transmission and power util- 
ization apparatus. 

Like many of the other mechanical 
industries, the manufacturers of power 
plant equipment are constantly im- 
proving their product and increasing 
its efficiency. In addition to this, new 
equipment is being devised to supple- 
ment and still further increase the 
usefulness and efficiency of present ap- 
paratus. Thus, the element of rapid 
obsolescence enters into the picture in 
this field more importantly than in 
many others. 

A still further trend in this field is 
the ever-increasing use of power. New 
forms of heating and_ ventilating 
equipment, mechanical refrigeration 
for wide application, air conditioning, 
etc., all call for a supply of power 
and represent new outlets for steam 
and electrical energy. 

Each year sees new advances in the 
art of power generation, distribution 
and utilization. 1938 will be no ex- 
ception to this trend.—A. R. MAUJER, 
Editor, Industrial Power. 





[CONTINUED FROM PaGeE 21] 


New Packages 


active in the company before his 
father’s death and has carried on the 
development and manufacturing end, 
with further inventive genius applied 
to machines and methods. It was 
through his exhaustive study of heat 
treating and steels that the first mo- 
lybdenum steel blades were intro- 
duced in 1930. This development at 
first met with skepticism from users, 
jobbers and dealers—as well as com- 
petitors—but the number in use in- 
creased so rapidly and opened so many 
new phases of metal cutting that to- 
day other manufacturers also have put 
molybdenum blades on the market. 
Up until the time William E. Cross, 
vice-president and treasurer, entered 
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the business, the Clemson product— 
Star blades—had always been sold ex- 
clusively through hardware outlets. 
Mr. Cross recognized the value of a 
definite and exclusive dealer policy, 
but also appreciated the large amount 
of hack saw business being done 
through the mill supply field. As a 
result, Clemson Bros., Inc., purchased 
the Victor Saw Works in 1907, and 
through this source has continued its 
exclusive dealer sales policy by selling 
only through industrial distributors. 


Webster Leaves L&T 


Forrest U. Webster has terminated his 
connection with the staff of Lord & 
Thomas, agency, New York. Mr. Webster 
is well known in the industrial advertising 
field and is a past president of N. 1. A. A 
He served many years as advertising man- 
ager of Cutler-Hammer, Inc., Milwaukee, 
and later as manager of merchandise sales 


Stoddard Made Manager 
G-E Plastics Advertising 


N. S. Stoddard has been appointed ad- 
vertising manager of the plastics depart- 
ment of General Electric Company. Mr. 
Stoddard has been 
with G-E since 1931 
when he entered 
the publicity de- 
partment. Later in 
the same year he 
was transferred to 
Lynn, Mass., to 
handle advertising 
and sales promotion 
for the plastics de 
partment. After a 
brief period in the 
plastics plant at 
Meriden, Conn., he 
returned to Lynn 
where he spent the 
next five years. In 
1936, Mr. Stoddard went to Pittsfield and 
when the plastics department was afhliated 
with the appliance and merchandise de- 
partment, his headquarters were changed 
to Bridgeport. 





N. S. STODDARD 
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IN PLANNING 1938 CAMPAIGNS 


Give first consideration and attention to 
the Meat Packing and Allied Industries— 


a tield where a single publication can do 





















a real advertising job for you! 








Meat Packing is the Nation’s FIRST Industry—an industry pro- 
ducing a basic food product—an industry that maintains production 
schedules year in and year out. 


The Meat Packing Industry, because of its constant production 
schedule, has a constant need for all types of industrial machinery, 
equipment and supplies. The meat packer is ready and able to 
buy your products! 
* 

One publication-— THE NATIONAL PROVISIONER — blankets 
manufacturing plants in the field. It is the only publication serving 
the field with a paid-in-advance circulation. It has the only weekly 
circulation in the field—gives you the opportunity to spot adver- 
tising messages close to the point of purchase. 


o 

THE NATIONAL PROVISIONER is definitely the best-read publica- 
tion in the industry. This fact is proved by reader surveys and 
a five-year renewal average of 83.8%)! The editorial content of 
THE NATIONAL PROVISIONER gives advertising the best possible 
background for insuring reader attention. 

a7 

Ask us to show you how THE NATIONAL PROVISIONER 


can help you do a more effective advertising and selling job 


in 1938! 


THE NATIONAL 


Provisioner © 


THE MAGAZINE OF THE 


Meat Packing and Allied Industries 


407 S. DEARBORN ST., CHICAGO 
300 Madison Ave., New York City 1031 S. Broadway, Los Angeles 








INDUSTRIAL MARKETING, January, 1938 








CONTINUED FROM PaGE 16] 


New Product 


fold: To conduct continuous research 
toward broadening the market for big 
scale materials handling; to locate and 
follow up prospects; to furnish able 
engineering support to the sales de- 
partment. This last becomes increas- 
ingly essential as more and more un- 
usual assignments are presented to 
builders of the powered trucks. 

@ Increasing demand for trucks that 
will lift, carry and unload, often at 
elevations far above floor levels, many 
hundreds of tons in a trucking day, 
has changed the original conception of 
1 battery actuated platform on wheels. 
Batteries still furnish the best power 
in certain types of work, but many 
of today’s giants generate their own 
power by gasoline motors. This power 
may be distributed to a large number 
of electric motors located at correct 
points, each with a specific job to do. 
In the larger types, one motor may do 
nothing more than steer loads of steel 
in and out of buildings, around cor 
ners, into places that cannot be 
reached adequately in this steel mill 
operation in any other way. Gasoline 
power applied to hydraulic lifts is used 
on another type 

When Elwell-Parker gave industry 
the pallet system of moving many 
units on a pallet which stays with the 
goods as foundation for storage and a 
later pick-up, the company started a 
movement that has affected packaging 
of scores of products. Obviously, if 
goods were to be handled by dozens 
of cartons and cases where individual 
cartons and cases had been handled 
before, packaging had to be inspected 
in a new light to give this new auto- 
motive tool every advantage in cost 
cutting. In other fields, products that 
have “sprawled” in transit, are now 
standardized as boxes, or perhaps bags, 
bales or barrels that the truck can 
take in its stride. 

Far beyond that, the industrial pow- 
ered truck system of moving goods 
has become a necessary part of the 
generally faster, nation-wide freight 
movement. The powered truck has 
worked hand in hand with the refrig- 
erator car and widespread medical and 
dietary propaganda to increase con- 
sumption of fresh vegetables, fruit, 
milk, fresh meat. 

It is unlikely that many of our 


present-day advertising campaigns in 
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which “fresh” is the key thought 
would have been dev eloped or carried 
to successful conclusion without the 
aid of the truck and its system. Re- 
gardless of how fast freight may move 
from city to city, the principal safe- 
guard against development of bottle 
necks in receiving terminals is the 


Where 


time or “fresh” is the essence of the 


powered industrial truck. 
trucks in 
behind the 


campaign, busy powered 


supporting sectors, far 
front lines of marketing, often give 
cause for inspiration to the copywriter 
who may not even recognize their 
existence 

In the field of heavy goods, larger 
and heavier equipment is producing 
commodities of greater dimensions and 
weight because engineers found means 
of moving products turned out by 
With- 


out this means, certain marketers in 


greater dimensional machines. 


industrial classifications would have 
been stopped dead, unable to move be- 
yond the point of production. 

The Elwell-Parker Electric Com- 
pany advertising is handled by Paul 


Teas Incorporated, Cleveland agency. 


Kimball Joins “Fortune™ 


Keith Kimball, for ten years with Batter 
Barton, Durstine & Osborn, has become 
promotion manager of Fortune, succeeding 
Bernard Barnes While with BBD&O, 
Mr. Kimball worked on seven national 
accounts, including du Pont, General 
Electric. Armstrong Cork and Remington 
Typewriter 


Dunbar Made Assistant to Lang 


1. W. Dunbar, formerly in charge of 
magazine advertising for the incandescent 
lamp department of General Electric Com 
pany, Cleveland, has been named assistant 
to Chester H. Lang, advertising manager 
Mr. Dunbar’s headquarters will be at 570 


Lexington Ave., New York 


Kidder with Distillery 


Martin H. Kidder, formerly advertising 
manager, American Foundry Equipment 
Company, Mishawaka, Ind., and previ 
ously with the Link-Belt Company adver- 
tising department, has been appointed ad 
vertising manager of Brown-Forman Dis 
tillery Company, Louisville 


Bray Gets Advancement 


Thomas J. Bray, Jr., has been appointed 
assistant to the vice-president and general 
manager of sales of Carnegie-Illinois Steel 
Corporation, Pittsburgh. He has been as 
sociated with the company for two years 
and will replace Louis C. Lustenberger, re 


tired 


Winkley Joins Chirurg Agency 
Prescott Winkley, formerly in the ad 
vertising department of H. P. Hood @ 
Sons, has been named assistant to space 
buyer George Arnold Frye of the James 
Thomas Chirurg Company, Boston agency 


Industrial 
expositions 








Jan 7-15 National Motor Boat Show, 
Grand Central Palace, New York City. 
Jan. 17-20. National Association of Dyers 
and Cleaners, Stevens Hotel, Chicago. 


J. M. Matson, Mng. Exec., Silver 
Spring, Md 
Jan. 17-22. American Road Builders As- 


sociation, Cleveland. Charles M. Up 
ham, Sec., 952 National Press Bldg., 
Washington, D. C 

Jan. 24-26. National Crushed Stone As- 
sociation, Netherland-Plaza Hotel, Cin- 
cinnati, O. J. R. Boyd, Sec., 1735 14th 
St., N.W., Washington, D. C. 

Jan. 24-28. American Society of Heating 
& Ventilating Engineers, Grand Cen- 
tral Palace, New York. A. V. Hutchin- 
son, Sec., 31 Madison Ave., New York 

Jan. 24-28. Canning Machinery & Sup- 
plies Association, Stevens Hotel, Chi- 


cago 

Jan. 26 
ing Engineers, 
York David L Fiske, Sec ’ 
St., New York 

Feb. 1-3. National Sand and Gravel 
Association, Netherland-Plaza Hotel, 
Cincinnati. V. P. Ahearn, Exec. Sec., 
951 Munsey Bldg., Washington, D. C. 

Feb. 8-11. National Concrete Masonry 
Association, Sherman Hotel, Chicago. 
E. W. Dienkart, Asst. Sec., 33 W. 
Grand Ave., Chicago 

Feb. 28-March 1. Eleventh Annual Au- 
tomotive Access. Exposition, Port Au 
thority Bldg., New York City. 

March 14-17. National Railway Appli 
ances Association, Chicago 

March 22-25. Eighth Packaging Exposi- 
tion, Palmer House, Chicago Clapp & 
Poliak, Inc., 232 Madison Ave., New 
York 

Apr. 13-15. Petroleum Industry Electrical 
Association, Rice Hotel, Houston, Tex. 
H. E. Browne, Sec., P. O. Box 60, In- 
dependence, Kans 

Apr. 24-28. American Water Works As- 
sociation, Roosevelt Hotel, New Or- 
leans, La. Harry E. Jordan, Sec., 29 
W. 39th St., New York. 

May 2-6. American Mining Congress, 
Music Hal!, Cincinnati, O. Julian D. 
Conover, Sec., 309 Munsey Bldg., 
Washington, D. C 

May 10-15. National Cotton Show, Mem- 
phis, Tenn 

May 14-19. American Foundrymens As- 
sociation, Cleveland. D. M. Avey, Sec., 
222 W. Adams St., Chicago. 

May 14-21. Tenth International Petro- 
leum Exposition, Tulsa, Okla. 

May 23-26. National Association of Pur- 
chasing Agents, Hotel Jefferson, St. 
Louis, Mo. G. A. Renard, Sec., 11 
Park Place, New York. 

June 6-10. Flour Mill Machinery & Mill 
Supplies Exhibit Assn. of Operative 
Millers, Minneapolis, Minn 

June 7-10. National Confectioners Asso- 
ciation of the United States, Waldorf- 
Astoria Hotel, New York. Max F. Bur- 

224 S. Michigan Ave., Chi- 


American Society of Refrigerat- 
Roosevelt Hotel, New 
37 W. 39th 


ger, Sec., 
cago 

June 20-23. National Association of 
Building Owners & Managers, Schroe- 
der Hotel, Milwaukee. Robert B. Beach, 
Sec., 134 S. LaSalle St., Chicago. 
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Of Unusual Value 
To Building Industry 


To tHe Eprror: I want to con- 
gratulate you on the fine way you 
handled your symposium about the 
building situation in your December 
issue. I think even better is your 
editorial on page thirty-eight. As one 
who has made an effort to promote 
sane thinking on this subject, I feel 
that your editorial is of unusual clarity 
und of unusual value to the industry. 

THomas S. HoLpen, 
Vice-president in charge of Statistics 
& Research, F. W. Dodge 
Corporation, New York. 
vveyY 
The Double Viewpoint 


To tHe Eptror: Up until recent- 
ly, I was on the other side of the 
fence—buying advertising in INpus- 
rRIAL MARKETING—and considered it 
indispensable to industrial advertising 
men. I can see now that my choice 
of your publication was a wise one, 
for many of your features contain in 
formation that is truly helpful in this 


kind of business. 


Georce R. HUFFMAN, 
Advertising Manager, R. G. Le 
Tourneau, Inc., Peoria, Il. 
v v v 

\ n Industrials 
Propare Consumer Copy 

To tne Eptrror: Here is a booklet 

hich is being sent to women who, 
hav ng read our idvertisements in 
Good Housekeeping, wish to know 
more about Enduro Stainless Steel. 

To an industrial advertiser, the 
preparation of a piece of literature 
such as “Enduro in the Home” some 
times comes as a breath of cool, fresh 
uir. We shoved aside more virile lay 
outs in favor of sea green and orchid, 
forgot our metallurgy long enough to 
indulge in an unrepressed, adjectival 
orgy. We had a circus with words 
such as “gorgeous,” “exquisite,” “love- 
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ly,” “cute” and other dandies which, 
somehow do not impress engineers, 
purchasing 


architects, agents, etc., 


with the merits of Republic’s pig irdn, 


alloy steels, bolts and nuts and other 
products. 

Now we are ready to get back to 
work. 

S. A. KNISELY, 
Director of Advertising, Republic 
Steel Corporation, Cleveland. 
v v v 

Mental Log Jam 
Perplexes Copywriter 
Eprror: The December 
INDUSTRIAL MARKETING arrived less 
than half an hour ago, vet William 
H. Easton’s article on “Using the Sub- 
Conscious Mind in Copy Writing” at- 


To THI 


tracted me at once by its title, and 
after reading it, I am obeying my first 
impulse by writing to tell you how 
encouraging and helpful the article is. 

Most articles on the baffling prob- 
lems of the copywriter are written in 
the “Don’t do as I do, 1s I tell 
you” tradition, or else by the pro 
fessors (God bless ’em rence Mr 
Easton’s simple narratir "ec- 
sive steps out of personal difficulties 
is indeed both refreshing and inspir- 
ing. It is particularly stimulating to 


one who has been placed in a position 
where he has had to hew his own way 
through this thing without benefit of 
copy chief coaching or criticism. 


If Mr. Easton writes further articles 


for INDUSTRIAL MARKETING, I should 
like to read how others like him have 
solved the problem of the copywriter 
afflicted by a critical faculty which 
greatly exceeds his own “creative” 
ability. If there is anything which 
can introduce more pure torture into 
a copywriter’s job than this, I don’t 
know of it. It’s a kind of mental “log 
jam” that simply gums up the works 
all too often for efficiency, for me, at 
least. 

Let me assure you again of my ap- 
preciation for this article. More power 
to you! 

CuHar.es R. SHARP, 
Sharp & Bedbury, Seattle, Wash. 


vyY¥ v 


Coincidence in 
Illustration and Layout 

To rHe Eprror: Here are photo- 
static copies of two recent ads that to 
us bear a marked similarity. Natur- 
ally, the stock photograph of the girl 
does much to help the illusion, but we 


notice additional similarities, such as— 
the photo is at the right . . . the 
original photo was reversed in both 


cases . . . the photo is placed at an 
the heading breaks into 


angle 
the sub-heads are flush 


the picture... 





the line of 
product in 
] 


, 
the bottom 


Th 


Hero Are Two 
He Likes Batter 

To tre Epirron: Ever since we re- 
king who wrote the 
“Greasy 


ccived 2 wire 


” , 
copy for our October 
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You can sell the active mill 


bu yers th rough 


COLT O 


Serving the Textile Industries 


Reader interest throughout America’s 
second industry built up by 40 years 
assisting manufacturing and operating 
heads. 


Reserve space by January 20 for Annual 
Modernization and Maintenance Issue in 
February. 


ATLANTA, GA. 
Thorough Coverage of Specialized Markets 











Globbo” ad I had been waiting anxi- 
ously to see what The Copy Chasers 
had to say. 
After what 
December INDUSTRIAL MARKETING ar- 


seemed at least vears, 
rived. I feverishly opened to page 
twenty-eight with all the curiosity 
and apprehension that fills a kid when 
he unveils Christmas packages, and 


what to my wondering eyes did appear 


OLD AED-HOT 


ROCKBESTOS AVC ROCKBESTOS AV.C 
on page twenty-nine but a very swell 
write-up. ; 
Oddly enough I liked the ad the 
least of the series of which I have en- 
closed reprints. Please let me know 
what The Copy Chasers think of the 
others and thanks for my candle on 
the INpusTRIAL MARKETING Christ- 
mas tree. 
E. M. Heery, 
Advertising Department, Rockbestos 
Products Corporation, 
New Haven, Conn. 
v,vey 
More Thought Needed 
In Industrial Advertising 
To THE Eprror: To my mind, the 
best thing you have run for months 
and months was that detailed criti- 
cism of material that won N.I.A.A. 
awards. Those Copy Chaser boys sure 
know their stuff. If every writer of 
industrial copy would put only half 
as much intelligence in his work, the 
difference in results would solve ap- 
propriation difficulties almost auto- 
matically 
I did not see the Chicago exhibits. 
But I DID see those at Philadelphia— 


in nightmares! For, 


and still do . 
you see, I had charge of them! Thou- 
sands of dollars in artwork—about a 
nickel’s worth of brainwork. 

If you’ve ever attempted to sell 
service to industrial advertisers (?) 
you know the good old “Our product 
is different. Nobody but us (or the 
free service offered by publishers) can 
write about it.” Yet—switch names 
on the pages of competing products. 
Seems like lots of people can write 
so that the differences disappear! 

Your expression of pleasure in pre- 
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paring “practical, useful ideas . . . as 
well as inspirational material” sure 
has the genuine ring of sincerity. 
When you can get ’em to the point 
where “inspiration” can lather up a 
bit of “perspiration,” boy, you'll be 
doing something! 
WaLTerR S. Foca, 


Lansdowne, P 


a. 
vvy 

A Slight Difference 

Of Opinion Here 


To THE Eprror: In seventeen years 
of general and industrial copy writing 
I have, with few exceptions, made it 
a point to write down, rather than 
up to my so-called audience. 

When 


working for a client whose apprecia- 


fortunate enough to be 
tion of an idea is above the average 
it’s a relief to drop the “advertising 
tone-of-voice” occasionally and _ in- 
dulge in a subtlety or two—witness 
the enclosed advertisement, your dull- 
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SUPERIOR TUBIN 





witted commentators’ reaction and 
the note from our client. 
comments on 


Judging from lay 


Superior’s November announcement, 
the subscribers to Electronics are far 
more perceptive than INpDusTRIAI 
MARKETING’S alleged reviewers. 
A. W. ARMSTRONG, 
Copy Service Department, McGraw- 
Hill Publishing Company, Inc., 
New York. 
eS 29 


Sells Dealers on 
Marketing Possibilities 
To THE Eprror: 
tisement which we feel you might like 
To the best of our knowledge, 
it is the first announcement of a new 


Here is an adver- 


to see. 


farm tractor ever to omit all mention 
of mechanical specifications and con- 
centrate solely on the marketing pos- 
sibilities. It appears in the December 
Farm Implement News, the Dec. 25 
Implement ¢ Tractor and in other 
trade journals in January. 

Personally, we believe this tractor 
will revolutionize farm methods—time 
will tell whether we are right. But 


Ss 
R actor A. 


for TH 


ERE (STE GREATS] ROOT! GPPORTONT? OF (OOR 





back to the advertisement. Copy is 
by Bert S. Gittins of this agency for 
the Tractor Division of Allis-Chal- 
mers. 

While we are thinking about it, is 
there any why INDUSTRIAL 
MarRKETING shouldn’t at some time 
devote a month of its “O. K. As In- 
serted” feature to the farm industry? 

In so far as Bert and I are con- 
cerned, we feel that INpbusTRIAI 
MARKETING is the best advertising 
For us it has 


reason 


magazine published. 
more real meat than any two others. 


For myself I can say that I get 


a great deal of real honest to good- 

ness value out of The Copy Chasers. 

More power to you, and if in our lim- 

ited way we can ever help you, please 
feel free to call on us. 

Georce C. McNutt, 
Bert S. Gittins Advertising, 
Milwaukee, Wis. 


McGraw-Hill Names 
Three Vice-Presidents 
M. A. Williamson, N. O. Wynkoop and 


A. W. Morrison have been named vice- 
presidents of McGraw-Hill Publishing 
Company, New York 

Mr. Williamson is publishing director of 
Chemical & Metallurgical Engineering and 
Food Industries; Mr. Wynkoop is in 
charge of publishing activities on Power 
and Mill Supplies, and Mr. Morrison di 
rects all circulation activities of the com 
pany. 


Evans Associates Gets Two 


Creamery Package Mfg. Company, Chi- 
cago, manufacturer of dairy plant equip- 
ment and supplies, has placed its adver- 
tising with Evans Associates, Inc., Chicago. 

E. C. Atkins & Co., Indianapolis, manu- 
facturers of all types of saws, also have 
appointed Evans Associates, Inc. Robert 
R. Glenn will be account executive and 
contact man on the account. 
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100 appeals that lead men to buy for 





their business operations! 


@ You can sell more goods more easily when you talk 
to your prospects in terms of their own self interest, 
and use the special language and special terms they 
use in their business. What are these special interests 
of industrial engineers and executives? What are 
their industrial and professional languages? 

“Your Mr. Smith-Smith” is the title of a lively 
and interesting booklet which answers these ques- 
tions. It summarizes the basic appeals which attract 


attention — arouse interest— and create desire for 


industrial products and services. It presents the 
‘language’ of each of the major industries — from 
textiles to construction. It presents the “language”’ 
of each of the major jobs in industry — administra- 
tive executives to power engineers. 

A copy of “Your Mr. Smith-Smith” will be sent 
without obligation to executives of manufacturing 


companies or advertising agencies interested in in- 


dustrial selling. 








VMcGRAW-HILL PUBLISHING COMPANY, Inc., 340 West 42nd Street, New York, N. Y. 


INDUSTRIAL MARKETING, January, 1938 





47 








Export Outlook is Excellent 


By FRANKLIN JOHNSTON 


Publisher, “American Exporter,’ New York 


@ THE year 1937 


export movement resulting in exports 


witnessed a strong 


of finished manufactures, including 
machinery, reaching a volume of 
$1,150,000,000 as compared with 
$616,000,000 in 1933. 

Finished manufactures in 1937 
reached at one period the largest per- 
centage of total exports in the history 
of the country. 

In the first five months of 1937 
this country exported more finished 
manufactures than in all of 1932 or 
in all of 1933. 

Exports of industrial machinery in 
the nine months ending September 
reached a total of $172.771.000 as 
compared with $55,284,000 for the 
entire year of 1933. 

Exports of industrial machinery in 
1937 were approximately the same as 
the average for the “boom” years of 


1926 to 1930, and approximately one- 


third higher than the average for the 
years 1921 to 1935. 

This gain reflects in part the greater 
industrialization of many foreign 
markets. 

World industrial production outside 
of the United States reached in Sep- 
tember the highest point on record, 
twenty per cent above the 1928 av- 
erage. 

The export outlook for 1938, both 
in finished goods and in industrial ma- 
chinery, is excellent. Most of the fac- 
tors which have caused the sharp re- 
cession of business within the United 
States are local and do not apply to 
the foreign markets. 

Moreover, the long term trend of 
foreign countries is to become more 
and more industrialized, and this plus 
their comparative prosperity indicates 
that 1938 will be an excellent year 


for exporting industrial goods. 





| CONTINUED FROM Pace 13] 


Markets in 1938 


masonry; development of super re- 
fractories; enlarged markets for in- 
sulating refractories—a product com- 
bining both refractory and insulating 
qualities; glazed brick and machine- 
made thin terra cotta slabs. 

All of these 1937 dev elopments will 
enlarge the sales opportunities for 
more clay products in 1938. The 
new FHA plan will also considerably 
increase the use of structural clay 
products. The farm market for 1938 
will be better than it has been for 
years. —F. A. GvuIGNON, Business 
Manager, Brick & Clay Record. 


Dairy Products 


Perhaps the most noteworthy event 
in the milk industry during 1937 was 
a gradual advance of milk sales. Ac 
cording to a survey we made in Sept., 
1937, it is the general opinion that 
consumption both of fluid milk and 
of manufactured milk products is on 
the increase. Profits and collections 
have been better. 


It would seem that basic conditions 
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for the industry for 1938 are good, 
and that the industry will go forward 
at a livelier tempo as soon as general 
business becomes more stable. Prog- 
ress in this line will naturally find ex- 
pression in greater purchases of ma- 
chinery and equipment.—H. E. O. 
HeINEMAN, Editor, Milk Plant 
Monthly. 


Electrical Industry 


During 1937, the electric light and 
power industry enjoyed the most pros- 
perous year it has had since 1929. The 
barometer of progress, of course, 1s 
the kilowatt hour production which 
reached an all-time peak of approxi- 
mately forty per cent above that of 
the 1928-1931 average. Capital ex- 
penditures made during the year were 
between one-half and three-quarters 
of a billion dollars, but despite talk 
of a two billion dollar backlog of 
needed construction, it is our opinion 
that expenditures will be approximate- 
ly the same in 1938. The foregoing 
figure does not include expenditures 
which were made for electrical ap- 
paratus and equipment by federal gov- 
ernment for public power projects. 


Electrical equipment sales which 
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are estimated to be $1,250,000,000 
for 1937 may be slightly less during 
1938 if the present business recession 
continues well on into the year. 
Manufacturers are quite optimistic 
concerning the business for next year. 

The acceptance of electrical ap- 
pliances, sales of which will amount 
to $1.000,000,000 in 1937, are ex- 
pected to increase the phenomenal 
growth of this branch of the electri- 
cal industry. 

In summary, 1938 has all indications 
that it will be another prosperous year 
for the electrical industry.—C. W. 
Lemmy, Editor, Electric Light and 


Power. 


Farm Operating Equipment 


The sustained heavy demand for 
steel and other materials for farm 
equipment during the last quarter of 
1937 confirms the strong-trend out- 
look for 1938. Tractor and farm 
equipment purchasing agents will be 
placing sweet orders for bearings, car- 
buretors, magnetos, rubber tires, alloy 
steels and all the other elements of 
modern tractors and farm equipment, 
the demand for which has come in 
the power farming evolution.—E. J. 
BAKER, Jr., Associate Editor, Farm 
Implement News. 


Industrial Distribution 


Industrial distributors closed 1937 
with substantially more volume and 
profit than the total of 1936. Cur- 
rent dips in economic charts are not 
altogether bad news for them, since 
times of stringency serve to empha- 
size more fully the economies of the 
service they perform. They seem well 
united on a determination to “buy as 
you sell”—in other words, not to beat 
down prices at their sources of supply, 
and to resist efforts at beating down 
prices at the point of sale. It is 
axiomatic that while prices hold firm 
order will reign in the field of dis- 
tribution —JoHN J. Wetcn, Editor, 


Mill Supplies. 
Machine Tools 


In the early part of 1937 and well 
into the summer, business in the ma- 
chinery industries — and particularly 
in the machine tool industry—was un- 
usually active. In the latter part of 
the year, however, there was a falling- 
off in domestic orders, although ex- 
port business in machine tools and in 
industrial machinery generally con- 
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tinued at a very high rate. In fact, ex- 
ports of industrial machinery reached 
1929 levels, and for the first time in 
many years our exports in this field 
exceeded the exports of both Germany 
and of Great Britain. 

In machine tool plants, production 
has in limited 
only by the lack of available skilled 


many instances been 


labor. During part of the year many 
plants worked two shifts and some 
shifts. While 


there has been a falling-off of new 


even three recently 
orders, many plants have business on 


hand sufhcient to carry them well 


into the new year. It is generally ex- 
pected that after the first quarter, at 
least, domestic business will again be 
available in larger volume than during 
the last quarter of 1937, while export 
business is likely to continue at a satis- 
factory level. — Erik Oserc, Editor, 
Machinery. 


Meat Packing 


As to the market for industrial 
goods in the meat packing industry in 
1938, packer purchases are going to 
depend primarily upon a need for these 
goods and will be governed, in a large 
measure, by economic and competitive 
conditions. 

Based upon such need, I should say 
that there is going to be an expand- 
ing market for: 

1. Material handling equipment, in- 
cluding lift trucks and conveyors of 
several types: Mechanical handling 
methods are highly developed in some 
departments of the meat packing 
plant, but have received little atten- 
tion in others. Backward depart- 
ment must be made more efficient as a 
means of improving labor efficiency. 


+ 


2. Steam and power generating 
equipment and auxiliaries: Earnings of 
from twenty to fifty per cent can 
be made on the cost of equipment to 
a by-product of 
This 


saving is too important to be generally 


generate power as 


the processing steam demand. 


overlooked in an industry as highly 


competitive as meat packing. 


3. Refrigerating equipment and 


meat lockers: Refrigerated locker 


plants are being constructed in all sec- 
tions of the country. This is a new 
development. 

4. Motors and speed reducers: Man- 
ufacturers of equipment are redesign- 
ing equipment and replacing outmoded 
with the more and 


drives compact 


efficient electric drives. 


§. Car icing equipment, including 
ice manufacturing equipment, build- 
ings in which to house it, chain con- 
veyors, etc.: New car icing methods 
enable such substantial savings to be 
made in time and labor that carlot 
shippers of meat products cannot long 
afford to be without them. 

6. Air conditioning equipment, par- 
ticularly unit coolers: Advantages are 
so apparent and desirable that newer 
methods of refrigerating coolers and 
processing rooms are rapidly supplant- 


ing older methods. 





7. Stainless steel: The trend toward 


installation of equipment made of 

non-corroding metals will continue. 
8. Trucks and trailers and truck re- 

frigerating Truck dis- 


tribution of meats continues to grow 


equipment: 


as mileage of hard roads increases. 

9. Automatic control equipment: A 
requirement for uniform, high quality 
Avpricn, Editor, 
The National Provisioner. 


products.—Paut I. 


Metal Mining 


Taken as a whole, metal mining is 
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in a generally prosperous condition, 
and offers a lively and profitable mar 
ket for equipment, materials and sup 
plies. But it is confronted with the 


industry, 


common problem of all 


namely, how to preserve the profit 
margin in the face of rising costs. And 
this gives the cue to those who sell 
the mining industry. They will get 
a ready hearing for anything that will 
reduce the cost of production or in 
crease the efficiency of operations.-— 
H. C. ParMe er, Editor, Engineering 


and Mining Journal. 


Metal-Working 


There is still a tremendous amount 
of obsolete production equipment in 
use. In 1925 the percentage was 
forty-four, in 1930 it was forty-eight, 
and in 1935 it was sixty-five, accord- 
ing to careful surveys conducted by 
As of July 1, 
1937, halfway between the 1935 and 


American Machinist. 


1940 surveys, the figure is estimated 
to be sixty-one per cent. In other 
words, three out of five machines are 
obsolete and probably should be re- 
placed. Obviously there is still a huge 
potential unfilled demand for products 
of the metal-working industry.—K. H. 
Conpit, Editor, American Machinist. 


Production of forgings and heat 
treated parts in 1937 increased twenty 
Most of 


this increase was due, of course, to 


per cent over that in 1936. 


greater activity in the metal-working 
industry as a whole, but a substantial 
part was due to heavier demands for 
assemblies comprising only the highest 
quality parts 

Present production in heat treating 
and forging plants and departments is 
lower, but improvement is confidently 
expected by the second quarter of 
1938. Prospects for a continuing de- 
mand for new equipment are bright, 
particularly for new forging equip- 
ment, heat treating furnaces, and in- 
struments.—W. C, KeRNAHAN, Edi 


tor, Heat Treating and Forging. 


By all odds the outstanding event 
n the metal-working industry was 
the precipitous decline of steel pro- 
duction of nearly seventy per cent 
which took place ina period of scarce- 
ly more than three months. This is 
the swiftest decline yet on record. 

The reason for this decline was 
primarily a psychological one, being 
caused by the freezing of funds flow- 


ing into capital goods investment. This 


50 


Regardless of its direct sales value, 
this striking piece of art work added 
a spot of interest to papers carrying it 








in turn was caused by loss of con- 
fidence in the outlook by thousands of 
American investors, and again, this in 
turn, by the punitive attitude of gov- 


ernment toward business. 


What is the outlook for 1938? It 
depends absolutely on the attitude 
taken by our administration in Wash- 
ington as to the continuance or the 
abandonment of these attitudes and 
actions. —J. H. VAN DeveNrter, Edi- 
tor, The Iron Age. 

The 1938 market for materials, 
equipment and supplies, etc., in the 
metal industry depends entirely upon 
the volume of its business which in 
turn depends entirely upon the volume 
of the business of its customers. How- 
ever, one factor stands out—the 
awareness of the field of the need for 
producing at the lowest possible cost, 
which has rapidly increased the use of 
indicating, recording and control in- 
struments: temperature, pressure, flow, 
“down time,” etc. These instruments 
include thermometers, pyrometers, 
flow meters, recording machines for 
checking the operation of machines, 
etc. — ADOLPH BREGMAN, Managing 


Editor, Metal Industry. 


Oil and Petroleum 


As to the outlook for 1938 for the 
oil industry, we estimate drilling in 
1938 will be around the same high 
level as in 1937. This means that 


something like 30,000 wells will be 


drilled, w hich would exceed all years 
except 1920 

Insofar as production equipment is 
concerned, it appears that pump man- 
ufacturers will have more business 
than they can take care of. At the 
present time, the majority of them 
are running to capacity. We know of 
some instances where manufacturers 
have turned down sizable orders be- 
cause of their inability to fill them. 

The weakness of gasoline has been 
caused by an increase in the stocks of 
this particular commodity, due largely 
to the necessity of manufacturing un- 
usually large volumes of heating and 
fuel oils. 
out of the refineries when making 
fuel oils. However, the situation is 
expected to be remedied next spring 
and summer when gasoline consump- 
tion will increase because of seasonal 


Too much gasoline comes 


travel. 

All in all, the outlook for 1938 is 
very favorable for oil, unless the 
gasoline price situation gets out of 
hand. — WarrEN L. Baker, Editor, 
The Oil Weekly. 


Plant Operation 


Conditions brought about by heavy 
and unwise taxes, an extraordinary 
strike burden, increasing wage rates 
and high materials costs are forcing 
manufacturers into intensive improve- 
ments to effect reduction of produc- 
tion costs. These improvements look 
toward increasing the efficiency of 
men, methods and equipment. They 
are particularly concerned with elim- 
ination of idle tinie on the part of em- 
ployes; the elimination of waste move- 
ment of men and materials by means 
of proper layout; materials handling 
equipment; and the use of motion 
study for both men and equipment. 
This combination cannot help but re- 
sult in the discovery of need for a 
great deal of equipment of all kinds. 
And I think it will be a characteristic 
of orders for 1938 that, while they 
will be relatively small as individual 
orders, they will be gratifying as a 
total and will emanate from piactically 
all manufacturing sources. 

Another point is that the inventory 
situation is changing daily. We can- 
not get away from the fact that dur- 
ing the latter part of 1936 and the 
first part of 1937, a great deal of for- 
ward buying was done in the attempt 
to anticipate price increases. During 
the present recession, manufacturers 
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have been living upon this inventory. 
This is becoming less day by day, 
which means that eventually inven- 
tory replacement must begin. I look 
for the start of buying to take place 
If by that time 
the tax situation has been cleaned up 


very early in 1938. 


so as to give business a chance, business 
really will go ahead.—L. C. Morrow, 
Management and 


Editor, Factor) 


Maintenance. 


Plumbing and Heating 


Plumbing and heating sales in 1937 
will show a gain of approximately 
fourteen per cent in dollar volume 
over 1936. 
eral business in the first half of 1938 
will trail behind the same period of 
1937 and that the last half may go 
slightly ahead. In the event that the 


Indications are that gen- 


total year equals 1937 in general busi- 
ness, plumbing and heating sales should 
show a gain of twenty to twenty-five 
per cent. If general business falls be- 
hind 1937 as much as ten per cent, 
plumbing and heating sales should 
nevertheless equal 1937. — WiLLiaAM 
W. GornHarp, Editorial 


Domestic Engineering. 


Director, 


Power Plants 


Rush to build new power plants 
continued during 1937 and many 
plans are under consideration for fur- 
ther expansion, as it seems probable 
that in industrial centers there may be 
a shortage of power capacity by 1939. 
Such a shortage would not be appre- 
ciably affected by the government 
plants now building as these are too 
remote from the heavy load centers. 

Rural electrification offers a promis- 
ing field for expansion, due to develop- 
ment of low-cost transmission lines 
and somewhat to federal subsidies. 

Domestic load has continued to in- 
crease, and the trend seems to be in- 
creasingly upward, due to refriger- 
ators, small appliances and air condi- 
tioning. 

On the whole, the outlook seems 
encouraging for increase of business 
for central stations, and for manufac- 
turers of power equipment.—ARTHUR 
L. Rice, Editor, Power Plant Engi- 


neering. 
Process Industries 


Put the 1937 business curve for the 
chemical process industries in front of 


a mirror and you will get a reflection 
of what I think we shall see in 1938. 
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The toboggan that started last August 
is already flattening out and the climb 
back should begin in the late spring 
Net results, there- 
fore, in total business for 1938 will 
be not far from that for 1937. 

Three trends already well defined 
First is the 


or early summer. 


are certain to continue. 
migration of chemical and allied in- 
dustries to the Southern states. Dur- 
ing the last two years, $196,800,000 
out of a total outlay of $306,300,000 
for new plant construction has been 
spent below the Mason and Dixon line. 
Pulp and paper leads the list with 











$125,500,000; followed by rayon with 
$60,000,000; petroleum, $30,200,000; 
and heavy chemicals, $23,600,000. 

Second is the stimulating challenge 
that cheap electric power holds for 
electrochemical and electrometallurgi- 
cal industries. The huge plants to 
take phosphorus and ferro-alloys now 
getting under way in the Tennessee 
valley are forerunners of what we may 
expect to see soon at Bonneville and 
Boulder Dams. 

The third trend is a stubborn re- 
sistance against raising prices despite 
rising costs for labor, taxes and mate- 


The \NHO'S WHO 


Convention Issues 


For the American Ceramic Society Convention 
... CERAMIC INDUSTRY'S April issue . . . closes, 
if proofs are required, March 11th. 


BRICK & CLAY RECORD’S March issue .. . closes, 
if proofs are required, March 4th. 


EXTRA distribution of copies of the issues at the 


convention.... 


E XTRA reader interest at a time when BUYING 


is foremost in mind.... 


E XTRA returns from a dominant message. 


Reserve space early 


<> 


INDUSTRIAL PUBLICATIONS, INC. 


59 East Van Buren St. 


CHICAGO 








rials. Chemical industry has always 
found it profitable to make more goods 

lower prices. That policy will not 
be abandoned until the industry has 
xhausted every possible way to im- 
prove efficiency and reduce costs. 
Hence, I look for even greater em- 
phasis on modernization of equipment 
in 1938.—Sipney D. KIRKPATRICK, 
Editor, Chemical & Metallurgical En- 


Rin ering. 
Product Designing 


In the general field of product de- 
sign undoubtedly the most outstand- 
ing development now taking place, 
and which has been taking place over 
the last few years, is the increasing 
use of molded plastic parts. This is 
evidenced by the fact that during this 
recent recession plastic molders have 
full shifts. 


Another factor which is significant 


been working 


is that markets for products can only 
be maintained by new designs that 
obsolete old ones. Most of the indus- 
tries, such as radios, refrigerators, etc., 
period of 


have xone through their 


rapid growth and reached their sat- 
uration lev el, hence their markets are 


now primarily replacement markets. 


In addition to the expansion in the 
use of molded plastics, the welding 
process is continuing to be adopted to 
an increasing extent. Other outstand- 
ing design features will be found 
the more extensive use of stampings, 
bearings and 
Nor- 


Product Engineer- 


belts, anti-friction 
heat treated alloy steels. —G. F. 
DENHOLT, Editor, 


ime. 
Railways 


Railway buying of equipment and 
materials from the manufacturing in- 
dustry totaled $864,000,000 in 1937, 


as compared to $761,.000.000 in 1936. 


an increase of eleven per cent.—Rail- 


way Age. 
Shipbuilding 
The tonnage of merchant vessels 


built in 1937 
per cent and naval construction sixty 


increased twenty-four 


per cent compared with 1936. For 
the second successive year a record of 
peace-time ship construction has been 
realized. As the year begins, mer- 
chant tonnage under construction ex- 
ceeds that at the beginning of 1937 
by fourteen per cent with several 


major contracts about to be executed. 
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Naval construction on hand surpasses 
that at the beginning of the preceding 
year by only three per cent, but major 
expansion in the program has been 
recommended by the _president.— 


Marine Engincering and Shipping Re- 


view. 


Welding 


There was a substantial increase in 


the use of welding during 1937, al- 
though the recession in steel produc- 
tion during the latter half of the year 
held back activity in welding to a 


Welding has brought 


about revolutionary changes in the de- 


sizable extent 


sign and production of practically all 
articles fabricated from metal. The 
process is not limited to any one metal 
or group of metals. It is now possi- 
ble to weld practically all the metals 
Welding makes 


possible designs which were virtually 


in commercial use. 


impossible with older methods of join- 
ing.—R. S. Kenrick, Editor, The 
Welding Engineer. 


Textiles 


An important trend in the textile 
industry has been the realization on 
the part of individual manufacturers 
of the need for never-failing vigilance 
in the direction of plant moderniza- 
tion. Broad programs have been de- 
veloped and carried out, indicating a 
more consistent policy than has been 
true in the past. There is every rea- 
son to expect an intensification of this 
trend in 1938, particularly since com- 
petition in the first half of the year 
promises to be keen. Furthermore, if 
—as seems probable—modification of 
the undistributed profits tax, espe- 
cially as to plant expansion and mod- 
is effected, there will be 
an added impetus in this direction.— 
Douctas G. Wootr, Editor, Textile 


World. 


ernization, 


Woodworking 


Generally speaking, figures for 1937 
will show that practically all branches 
of the wood products industries had a 
satisfactory year. Statistically, the 
industry will start off 1938 in a far 
better position than in 1937. Produc- 
tion of raw materials has been held 
closely to actual shipments and the 
manufacturing firms making furni- 
ture, millwork, etc., have held their 
commitments down so that any sub- 
stantial upturn will force them to im- 
mediate purchases. 

The rapid growth of the Venetian 
blind industry has aided greatly in 
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bringing up the general level of dollar 
value of manufactured 
products. More attention to design 
and finish has marked the progress of 
the furniture field. New develop- 
ments in plant operation, materials 
handling, lumber drying, a wider use 
of plywood and new methods of bond- 
ing wood through the use of synthetic 
resins are making themselves felt with 
new uses for wood being uncovered 
Never before has there been such a 
pronounced interest in new ideas and 
been 


and cents 


methods as has witnessed this 
past year. 

New building means increased lum- 
ber consumption and fabrication as 
about twenty-two per cent of the to- 
tal cost of the average home goes for 
lumber and millwork. New homes 
require new furniture. More aggres- 
sive merchandising is reflected in new 
and enlarged advertising programs 
among plants and groups of allied 
firms making and selling consumer 
goods.—M. B. Editor, 


Wood Products. 


PENDLETON, 


Industrial Publications Names 
Three Vice-Presidents 


M. P. Driscoll has been appointed vice 
president in charge of the dealer and con- 
tractor paper group of Industrial Publica- 
tions, Inc., Chicago. This includes Build- 
ing Supply News, Building Supply News 
Catalog & Directory and Practical Builder 

F. A. Guignon has been named vice- 
president of the ceramic and building 
products manufacturing paper group 
which includes Brick & Clay Record, Cer- 
amic Industry and Ceramic Data Book. H 
V. Kaeppel is new vice-president and ex- 
ecutive editor of all publications and will 


be located at the Eastern office in New 
York 
Scovill Appoints Chirurg 

The Scovill Mfg. Company, Water- 
bury, Conn., has appointed the James 


Thomas Chirurg Company, Boston, as ex- 
clusive advertising agent and counsel on 
all the advertising of its main plant, Wa- 
terville and Oakville divisions 

The appointment is effective April 1, 
and plans are now in the works that call 
for a study of business papers, direct mail 
and public relations publicity 


"Sweet's Catalog” 
Shifts Reed, Lange 


George A. Reed, formerly in the Boston 
ofhce, has been named district manager in 
the Cleveland office of Sweet's Catalog di- 
vision of F. W. Dodge Corporation, New 
York, succeeding Frank J. Wilson. 

Edward C. Lange, formerly in the New 
York sales office, has been appointed dis- 


trict manager in the Chicago office 


ATF Switches Kathman 


Harold Kathman, formerly advertising 
manager of American Type Founders, 
Elizabeth, N. J., has been appointed man- 
ager of sales development 
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McGraw-Hill Promotes Hurd 


Arthur Hurd has been appointed man- 
ager of the Community Advertising Bu- 
reau of the McGraw-Hill Publishing Com 
pany, New York. This bureau codperates 
with states, counties, municipalities, rail 
roads, utilities, banks, etc., in developing 
programs to attract industries and tourists 
Mr. Hurd was formerly manager of the 


research department of the company 


Huffman on Other Side 


George R. Huffman, formerly advertis- 
ing manager Western Construction News 
has become afhliated with R. G. LeTour- 
neau, Inc., Peoria, Ill., manufacturer of 
construction equipment, as _ advertising 
manager 






AUDIENCE 


Shaw Starts Own Business 


Ralph M. Shaw, Jr., has resigned as 
publicity manager, United States Pipe and 
Foundry Company, Burlington, N. J., to 
enter his own business as manufacturers’ 
agent. His successor has not yet been 
appointed 


Ackerman Resigns 


Paul Ackerman, advertising manager, 
Victor Mfg. & Gasket Company, Chicago, 
has resigned 


White Joins “Rock Products” 


Ralph G. White has been appeinted ad- 
vertising manager of Rock Products, Chi- 


cago 
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Agency Views 


been so necessary for men responsible 
for management to keep themselves 
informed on the trends in business and 
their 


made im- 


to interpret them in terms of 


own industry. This has 
perative the reading of trade and in- 
dustrial publications. Consequently, 
the influence of these magazines has 
been mounting steadily, and _ their 
value as advertising media has gained 
immeasurably. 

Industrial advertisers are recogniz- 
ing the importance of setting up in 
their budgets an adequate allowance 
for preparation if they are to get a 
full measure of value for their invest- 
ment in space. Further improvement 
in this respect may be expected in 
1938. 


Concerning the Textile Field 


GEORGE T. METCALF, PROVIDENCE. 
ma as 


ciation of the value of advertising in 


I have found a growing appre- 


the textile industry in which I spe- 
cialize. For instance, I have at pres- 
ent three accounts that until recently 
have done little or no advertising or 
that have done no advertising for a 
Today these companies are 
thor- 


long time. 
consistent advertisers and are 
oughly convinced that it is a logical 
part of their sales set-up. 

I also find a growing appreciation 
among the textile industry that the 
right kind of agency service has a 
legitimate -place in the merchandising 
picture. I am now handling four ac- 
counts that were previously handled 
direct by the advertiser with the help 
of business paper service. 

Regarding media, the most notable 
development in the business paper field 
has been the advent of a free circula- 


This 


paper has met with surprisingly good 


tion, pocket-size publication. 
reception, particularly no doubt be- 
cause theoretically at least it blankets 
the industry, but also I find because 
of its concise and meaty editorial 
policy and its convenient size. Be- 
cause of its size and because the adver- 
tising is placed next to reading matter 
without extra charge many advertisers 
feel that their message has a better 
chance of being seen. 

With reference to programs, I think 
there is still too much dependence on 
business paper advertising in the 


textile industry, but I do find a ten- 


dency to use more direct mail. I have 


also tried to educate my clients to 
spend more money on preparation of 
business paper advertising and have 
met with considerable success in this 
respect. As in other fields, I believe 
there is a tendency to tell more of the 
story with illustrations and less with 
copy. I believe that a continued de- 
velopment of these tendencies will 
mean better advertising in the textile 
industry in 1938. 

Very few of my clients are increas- 
ing their appropriations for 1938. In 
fact several have made reductions due 
to a pronounced recession in business. 
However, these clients are ready to 
resume their regular schedules at the 


least sign of business improvement. 


Shows Greater Stability 


Evans AssociaTEs, INC., CHICAGO, 
W. H. Evans, PrestipENt: One of the 
compensations for the extra effort and 
deeper fact-finding called for by mod- 
ern industrial advertising is its greater 
stability. The present situation illus- 
trates this I can report 
our clients not only in sound shape 


very well. 
with low inventories, but facing con- 
ditions coolly, maintaining schedules 
and hoping to increase them when 
1938’s first shown the 
road ahead more clearly. There is no 
sign of panic or excitement to indi- 


quarter has 


cate that these men’s belief in Amer- 


ica’s future is wavering. I would 


describe them as alert, somewhat 
disillusioned by recent years, but cer- 
tainly unafraid. 

I notice no marked tendency to 
curtail one type of industrial adver- 
tising at the expense of any other. 
Our entire organization finds con- 
tinued interest in the balanced cam- 
paigns we always recommend. On the 
whole I should say the trend in the 
quality of industrial advertising is up- 
ward. It is generally “better dressed” 
in its approach to prospects. In many 
interesting cases this improved overall 
appearance is not an imitation of con- 
sumer ad-techniques but comes from 
new creative thought and ideas de- 
veloped within the field for its own 
special purposes. This strikes me as a 


particularly healthy progress. 


Berrien Joins Tyson 

Price Berrien has joined the stat of O. 
S. Tyson &@ Co., Inc., New York. Mr. 
Berrien was connected with the Central 
Hanover National Bank and Struthers & 
Dean 
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CONTINUED FROM PaGE 31] 


O. K. As Inserted 


uation that might really occur with- 
out genuine Ofis parts. 

There’s a new tendency to put the 
entire ad into quotes. Hewitt Rubber 
has been doing it for some time, but 
we think the success of the campaign 
is due to the originality of layout, 
rather than to such commonplace 
script as “I hear you are getting a 
lion’s share of the industrial rubber 
goods business in this territory. What 
line are you handling?” 

@ Orangeburg does it better—giving 
us the opportunity to point out that 
it’s still possible to use “reason-why”: 


“Yuh kno, Fred . . . there’s no dead 


ends to Orangeburg . . . Yuh can fit 
it like a glove... . saw it... .tool 
it in a jiffy. . . . It’s the handiest 


conduit to work . . . stands the gaff 
too... and...” Unbelievable copy, 
but we think it passes because the 
comic situation—balloon coming out 
of a manhole—indicates that the 
writer is kidding the facts. 

Dixie Durene also uses the “kid- 
ding” technique, but leaves a sharp 
implication: ““Never mind the adding 
machine. There’s nothing to this 
‘seconds’ inventory since we’ve been 
running Dixie yarns” . . . “Go take a 
rest until next pattern change, Mac. 
We're running Dixie Durene now.” 
This series could be improved by some 
solid “‘reason-why”; straight billboard 
technique isn’t sufficient for industrial 
advertising. 

An ad of Cleveland Pneumatic Tool 
combines “kidding” and “‘reason-why” 
with a “Lord Plushbottom” asking 
“Did you know that Cle-Air Shock 
Eliminators* give the same soft ride 
whether the truck is loaded or 
empty?” over a brief asterisk note on 
the mechanical advantages of the 
product. 

The maker of Sievers Reamers 
(Security Engineering Co.) puts 
an entire ad into “colloquial,” 
starting off with “Naw—I don’t 
give in easy! And when that 
Sievers’ peddler come sidlin’ up 
to me on the rig and started talk- 
in’ reamers—boy, did I land on 
him all sprawled out.” Doesn't 


mean much to us, but we’ll bet it 
earned a full reading in the oil 
industry. A lot more believable 
than “O. K., Bill, one more G-E 
push button installed. Now there 
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won't be any more holdups for a 
long time.” The men responsi- 
ble for the true-to-life Sievers’ 
copy are W. E. Sievers, vice- 
president, Security Engineering 
Company, and Theodore M. 
Martin, Theodore M. Martin 
Advertising Agency, Hunting- 
ton Park, Cal. 

“Main Street . my foot,” is 
the title of a LeBlond Machine 
Tool ad that rates a star for ef- 
fective handling of the difficult 
book-plugging job. Copy runs 
along the same line—it’s repro- 


URN a switch and see news and 

entertainment happen . . .Tear your 

home-printed newspaper off of a 
paper roll when you rise in the morning 
. . -Walk through doors which open and 
close magically before and behind you... 
Hear Australia broadcasting tomorrow to- 
day...See airplanes land and rise from 
airports without manual guidance . . . See 
anything from millions of tacks to droves 
of sheep being counted and/or weighed by 
a beam of light . . . Watch machines start 
by themselves at a predetermined hour, go 
through a working day gulping in raw 
material, fashioning it into intricate parts 
with unbelievable accuracy, all with min- 
imum human supervision over the major 
operations which are controlled by elec- 
tron tubes. 

This remarkable electronics business 
upon which the world’s eye to progress is 
focused is served effectively by just one 
publication — ELECTRONICS — a situa- 
tion unique in the business-paper field. No 
other single publication or group of pub- 
lications can reach the buyers and influ- 
encers of purchase of products allied to 
this field with the depth of penetration, 
height of reader interest and economy. We 
can prove it statistically. Our advertisers 
prove it by results. 

COVERING, through 12,500 subscrib- 
ers and more than 30,000 pass-on readers— 


The Radio Industry — Broadcasting and 
Communication — Television and Fac- 
simile —The Sound Industry — Indus- 
trial Manufacturers Electrical and 


Testing Laboratories 


Oe > 


WHAT'S AHEAD 








duced nearby big enough, we 
hope, for you to read. It’s a good 
example of writing the words 
that a man would be inclined to 
say—even the unquoted parts are 
genuinely conversational — and 
colorful. Paul Perry, of Perry- 
Brown, Inc., Cincinnati, O., has 
kept his ears open to the mother 
tongue. 

And that’s what we’d recommend 
for all ad-writers. Whether you’re 
writing dialog or straight selling copy 
—put it in words that sound well out 
loud. (Did you ever read Hemingway 











PROFIT IN ELECTRONICS 
BY ADVERTISING 
SUCH PRODUCTS AS 


Acoustic materials, Alloys — Batteries 
— Technical Books — Cabinet mate- 
rials — Electrical Controls — Escut- 
cheons — Fasteners, bolts, nuts; wash- 
ers, rivets — Fuses — Generators — 
Insulation — Magnetic Material — 
Electrical Measuring Instruments — 
Metals — Meters — Motors — Pack- 
ing Cases and Material — Plastics — 
Radio Components — Recording Equip- 
ment — Relays — Switches — Elec- 
trical Testing Apparatus — Trans- 
formers — Tubes — Varnishes and 
Waxes — Wire, copper, insulated, 
steel, etc. etc. 











ELECTRONICS: 


A McGraw-Hill Publication 
330 WEST 42nd STREET, NEW YORK, N. Y. 
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Write for « comprehensive survey of 
this big market. 


THEWELDINGENGINEER 
608 S. Dearborn St. Chicago, Ill. 
A 


NEEDED: 
TOOLS FOR 


SELLING! 


Coal producers, 
operating under 
the Guffey Law, 
are confronted 
with the need for 
modern, up-to- 
date, stream-line 
selling. 


Any equipment 
that makes coal a 
more salable prod- 
uct finds a ready 
market in 
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NEW YORK—Whitehall Bidg. 
CHICAGO—Manhattan Bidg. 


For more than 50 years the lead- 
ing journal of the coal industry 
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aloud? That stuff is ¢rue—the hon- 
est, salty talk of believable people.) 
So—next time you punch the “quote” 
key on your typewriter, read the stuff 
out loud before you send it in with 
an insertion order. And don’t send 
it in at all if it sounds like: “Keystone 
Lubricants are saving me plenty of 
headaches” . . . ““That’s fine . . . and 
say we are getting mighty prompt 
service from the local distributor.” 
Fifteen Ads—Mostly Good 

In Gulf Oil’s 


spread, “Fewer Ends Down—Lower 





SWELL CLOSE-UPS 


Oil Consumption.” Two excellent 
shots of spindle lubrication in this ad 
in the textile papers. Good, compact 
Copy, too. 

DEPARTMENT STORE TECHNIQUE— 
Don’t forget the price tags when you 
can capitalize on them. Carboloy Co. 
says, “Don’t Pay over $15.35 for Your 


DeVi/b/ss 





Diamond Dresser—Until You Investi- 
gate These Low-Priced 
Carboloy Wheel Dressers.” 

OUTSTANDING Copy. — A two- 
column De Vilbiss ad headed 
just, “PIE.” Last month we 
liked its ad about the highway 
stripe—now it jumps from roads 
to bakeshops and does as fine if 
not a better job of word artistry. 
After ringing the bell twice in a 
row, Spencer Vanderbilt, of the 
Sun Advertising Company, To- 
ledo, which has since been 
merged with Meldrum and Few- 
smith, Inc., Cleveland, O., sure- 
ly deserves to get his name in 
print in this high-powered de- 
partment. 

What Is It?”—The question is 
F. C. Huyck & Sons’. Photo of what 


Long-Life, 


leoks like the lower end of Manhattan 
Island on a foggy day. Is it—‘‘The 
fur of a rabbit?”—“A sand-trap on 
“A shadow on bar- 








a golf course?” 
ren land seen from the air”? No, 
ma’am! It happens to be a micro- 
photograph of a piece of paper with 
one letter printed on the corner of it. 
Magnified seventy-five times. It fur- 
nishes a fine lead into an interesting 
story of the study Huyck gives its 
customers’ finish problems. 


Boost-OF-THE 
MonTH. — In 
the far opposite ‘ 
corner from all ; 
the copywrit- PAYS YOU DOUBLE 
ers who dish = a 
out the pom- ; == 
pous phrases is 
a little adver- 
tiser who has 
been down to 
earth for quite 
some time now, 
and isn’t going 
around trying 
to kid the cus- 
tomers. We re- 
fer to “Candid Talks on Valves 
—by Hancock.” This is part of 
the Manning, Maxwell & Moore 
brigade. This month we spied a 
half page, “A Lemon Pays You 
Double.” It’s good. It’s like re- 
corded conversation picked up 
around a typical plant floor. 
Here is copy that will survive 
the good, old-fashioned test of 
being used as a sales talk with- 
out sounding ridiculous. You 
wrote it, Louis “500” Brendel, of 
the Hancock Valve Division. 
Stand up, and take a bow. 

Sroppers—(if you don’t like the 


nea : 
A LEMON 


ery 


| HANCOCK VALVES 





word, we merely mean good, high- 
class, working “Public 
Economy No. 1”—for Ford Mofor. 
“The Slzechinskis are buying a New 
Car”—for Westinghouse. “Walls of 
Daylight”—for Owens-Illinois. “Col- 


headlines ) 


ossus of Roads”—for Caterpillar 
Tractor. 
SMALL Space SMartTIE — Okay, 


Tri-Clover Machine. You may only 

use little quarter pages, but you get 

the prime sales mover right up there 

in your headline, nice and big. “1 Part 

to Clean” is good enough for us. 
PROFITABLE PoeETRy: 

“A wireman’s helper named Carr 

Joined a flexible bus to a bar. 

A Burndy connection, 

It stood for perfection— 
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‘Young Carr,’ said his chief, ‘should go 
fer’. 

That’s in a little ad for Burndy En- 

gineering Co. The idea of showing 

how your product can help men make 

more money, and move themselves 

into better jobs, 1S something worth 


Ww orkin g on. 


Better Copy Jos—The Synthane 
Never 


Sleeps,” we think is an all-around, 


Corporation’s, “This Eye 
all right job. 

Many moons ago when we noticed 
Synthane’s advertising, we didn’t like 
it, and were mean enough to say so. 
Some of the current series, however, 
make us take back all the harsh words. 
We read this particular piece of copy 
carefully. It was easy to read. It 
And it told 


us what Synthane was—and what it 


was interesting to read. 
would do. We’re glad to acknowl- 
edge this fine work. 
Boo-oF-THE-MONTH — (with 
mucho gusto) To be cherished and 
shared by Hydraulic Brake Co. and 
Patterson Foundry Cx Machine Co. 
Hydraulic gets it for its page, “Skirts 
Are Higher This Year... 


so are sales on Hydraulic Braking!” 


Yes, and 


Copywriting made easy! 

As for Patterson, we must confess, 
it’s too much for us. Its ad starts, 
“Miss Gladys George invites your in- 
quiries for The Patterson Typhoon 
Mixer.” 


ad we see Miss George busy trying to 


Then in the center of the 


hold up a hunk of black velvet around 
the top of her torso. There are a 
couple of smaller, full-length shots of 
her in the ad, holding mixers. What’s 
it all about? 


throw in a snappy dancing girl with 


Does the manufacturer 


every mixer? We give up, Patterson, 
tell us what it’s all about? 


THE Copy CHASERS. 


[CONTINUED FROM Pace 19] 


Advertisers’ Plans 


1938 will be approximately ten per 
We have 
brought out three new products in 


cent greater than in 1937. 


1937, but have not gotten very far 
in regard to introducing them to 
prospective customers. Therefore, our 
plan for 1938 will be a more extensive 
advertising campaign on these new 
products. 

We do not expect to enter into new 
markets, but we do expect to develop 


markets that can be better cultivated 
with some of these new products. In 
other words, we brought out a bur- 
nishing machine for small fine pitch 
gears in 1937, and we shall try to in- 
troduce this into plants where small 
fine pitch gears are produced on a 
volume basis. We have also de eloped 
a method for producing crown gears 
which are used on roving machines. 
This is a rather extensive market, and 
we hope in 1938 to increase our busi- 
ness greatly in the textile machine 


building field. 


Our business paper schedule will be 


increased approximately three per 
We are not planning on using 


will probably 


cent. 
motion pictures, but 
prepare lectures to be delivered by one 
of our organization, including lantern 
slides, describing some of these new 


products. 


New Photograph Book 


CHicaco BrinceE & IRON Com- 
PANY, Cuicaco, Mito E. SmirnH, Apb- 
VERTISING MANAGER: Our business 


paper schedule will be increased a 


WHERE 


is Business Going 
in 1938? 


Where will it leave you next 

December? A clear picture of 

what to look for — definite, 

concise interpretations of eco- 

nomic trends and prospects— 
is in the annual 


BROOKMIRE FORECASTER 
for 1938 


@ Send this advertisement and One 
Dollar for this Forecaster plus a Special 
Report an ‘‘Why Renewed Progress of 
the Business Cycle Should Follow the 





1937 Interruption.” 


@ You will also receive three impor- 
tant current Brookmire Bulletins cov- 
ering 1, Annual Stock Forecast with the 
Brookmire List of Approved Stocks, 
2, Annual Bond Forecast with Bond 
Investment Program for $100,000, 3, 


Planning for 
Achievement. 


consistent 


Investment 


Five valuable guides for $100 


Order your copies today—the edition is limited 


BROOKMIRE 


Corporation—Investment Counselors and 
Administrative Economists—Founded 1904 


551 Fifth Avenue, New York 
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FLASH! 


IN REFERENCE TO 
TABULATION ON 
PAGE 60 


INDUSTRIAL EQUIPMENT 
NEWS .. . doesn’t sell “Pages” 
so cannot be listed .. . its 
STANDARD unit is its 1/9th 
page and “For the Record” it 
carries 378 1/S9th “pages” 
monthly, giving it outstanding 
leadership in the number of ad- 
vertisers using it to reach active 
plant-operating men in industry. 


52,000 plant operating coverage 
for only $79 to $85 a month 
PLUS tangible advertising RE- 
SULTS . . . Write for a copy of 
the “IEN Plan”. 


INDUSTRIAL EQUIPMENT NEWS 


“INDUSTRY'S WHAT’S NEW SERVICE” 


461 EIGHTH AVE. 
NEW YORK CITY 
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GILLEMLE 


PUBLISHING COMPANY pe?” 








a CHICAGO AN 


Y EVELANOD a 


little more in proportion 
total increase in the budget. In all 
we are going back to funda- 
Our art and layouts will be 


extremely simple. We 


copy 
mentals. 
will make a 
definite effort to obtain continuity by 
similarity of style and treatment. In 
copy, we will go back and cover all 
of our basic sales arguments bringing 
them up-to-date by applying them to 
present-day conditions. 

Our company has never used sales 
official 


manuals or presentations ex- 


tensively. We have found, however, 
that there is a definite swing back to 
the use of actual photographs as sell- 
ing helps. We are taking advantage 
of this swing by putting into the 
hands of each salesman a new type of 
photograph book in which we include 
a group of photographs placed back 
Each 


in con- 


to back in celluloid envelopes. 
book is made up by working 
junction with the individual salesmen 
type of 


and including. the specific 


photographs he needs in his calls. 


Has New Products 


THe Service Caster & TRUCK 
CoMPANY, ALBION, MicH., W. B. 
Lackey, JR., ASSISTANT SECRETARY: 


We do not make a set appropriation 


for advertising at the beginning of 
any year, but it is our plan to spend 
in 1938 from twenty-five to forty per 
cent more than we did in 1937. 

We have a number of new products 
likely that we 
shall use paid space, new equipment 


to spring, and it is 


announcements and direct mail in an 
attempt to put them over to the trade. 

Before the year is out it is probable 
that our business paper schedule will 
show up ten to twenty per cent 
greater (dollars and cents) than dur- 
ing 1937. 

We have just completed publication 
sixty-four-page catalog. 
We have also 


of a new 
Twenty thousand run. 
brought out two sales manuals, cover- 
ing our entire line, which are now 
being passed on to all of our salesmen 
and our representatives 

We have sales aids beyond the sales 
manuals, but they haven’t reached full 
development yet. Not concrete enough 
to talk about. 

While there be no decided 
change in our advertising and sales 
promotion program, we have in mind 
increasing direct mail proportionately 
more than the use of business papers. 


Enters New Markets 
Unrtrep States Prre & FOUNDRY 


> outside men. 


will 


than the 


BuRLINGTON, N._ J., 
RatpH M. SHaw, Jr., Pusticiry 
MaNaGeR: Our advertising appro- 
priation for 1938 will be slightly less 
than for 1937 by reason of the fact 
that a large amount of the construc- 
tion work where we find an outlet for 
our products has been consummated 
under various public works plans. 
That leaves two or three of the out- 
lets of a distinctly private financing 
nature as our chief outlet in the com- 
have concentrated 


COMPANY, 


ing year, and we 
our efforts toward this end. 

There are always new markets for 
us to enter by reason of the fact that 
the application of our products are 
practically without limit, and we are 
constantly applying cast iron pipe in 
a new both in municipal con- 
struction as well as in private enter- 
prises. For example, last year we sup- 
plied cast iron pipe for the carbon 
black industry and for the transmis- 
sion of wet sand in a sand refining 
plant. Both of those industries repre- 
sent markets which will be contacted 
during the coming year, as well as 
additional ones which may be devel- 
oped. 

Our business paper schedule is not 
increased in size, but we have recom- 
mended the dropping of one publica- 
tion and the addition of another. 


way, 


The advertising plan for the current 
year ends in March, and some time be- 
tween January and March a new plan 
will be prepared. 

The catalogs of this company have 
expired and have gone out of print 
two years ago. At that time, we 
planned to discontinue the use of a 
general catalog and to produce in- 
stead a series of booklets 8% x 11 
inches in size, all of which will be the 
same size, shape and general layout so 
that they can be combined between 
loose-leaf boards as a catalog. The 
first booklet in this catalog has been 
prepared and a second booklet is in 
process of construction. We shall 
probably issue this second booklet, to- 
gether with two more, in 1938. These 
booklets involve around forty to fifty 
pages each, and we electrotype the 
type and reprint in lots of about 5,000 
each as needed. 

In 1937, we produced a Koda- 
chrome color motion picture of our 
process, which is very popular. It is 
possible in the coming year that we 
may produce a sound film for the 
purpose of assisting in the sale of our 


products. 
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S it yours?—lost in a crowd of large accounts, neglected 

amongst the cosmetics, automobiles and foods, buried 
because of methods of handling not suited to industrial 
advertising. 


Russell T. Gray, Inc., takes pride in building up smaller 
advertisers! Some of its largest accounts—leaders among 
industrial advertisers—were small at first. 


The smaller accounts being handled today will tell you 
that they are getting assistance that they could not pos- 
sibly expect from agencies not specially equipped to 
handle industrial problems. 


If this is the case with smaller advertisers who often re- 
quire complete guidance in their entire selling program, 
larger industrial advertisers can rest assured that the tech- 
nical ability of the Staff of Russell T. Gray, Inc., will mean 
a better solution to their advertising problems. 


One of the staff will gladly give you more details. 


RUSSELL T. GRAY, INC. 


205 West Wacker Drive, Chicago 


Industrial] Adveortistas¢ 
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ADVERTISING VOLUME FOR DECEMBER ISSUES OF INDUSTRIAL, TRADE AND CLASS 
PAPERS, AND TOTALS FOR 1937 AND 1936 


Unless otherwise noted 


Total 
Pages 
1937 1936 


all publications are monthlies. 


Total 
Pages 
1937 1936 
717 591 


Pages 
December 
1937 1936 
37 40 


Pages 

lecombe 
Industrial Group a. 
American Architect and Architec 

ture 34 25 519 

American Builder & Building Age 47 1,117 
American Machinist (bi-w) 316 273 3,064 
Architectural Forum 87 1,461 
Architectural Record 49 805 
Automotive Industries 1,318 
Bakers’ Helper (bi-w) 1,370 
Brick & Clay Record 
Bus Transportation 
Ceramic Industry 
Chemical & Metallurgical 


Railway Purchases & Stores 
Refiner & Natural Gasoline 
Manufacturer 75 
Roads & Streets d 33 
Rock Products $58 
Southern 47 
Steel (w) 171 
Telephone Engineer 20 
Telephony (w) $66 §949 
Textile 129 1,828 
Water Works & Sewerage 28 471 
Water Works Engineering (bi-w) 52 804 
_ neering Welding Engineer . 26 336 
Civil Engineering Jf Western Construction 56 911 
Coal Age : she | The Wood-Worker 36 470 
Confectioners Journal ; 
Construction Methods and Equip 
ment 


Cotton 3 oe ’ > 
Diesel Progress American Artisan 42 
46 


Electric Light & Power American Druggist 

Electrical South American Exporter 194 

Electrical West Automobile Topics 35 491 481 
Electrical World (bi-w) Automobile Trade Journal 2 39 480 600 
Engineering & Mining Journal.. Boot & Shoe Recorder (w) §*299 §2,015 §2,104 
Engineering News-Record (w).. Building Supply News 27 396 342 


820 
512 
§670 
411 
2,442 
304 
§876 
1,689 
360 
713 
343 
784 
393 


1,093 
626 
$852 
573 
2,833 
315 


Engi 


News. eee 


COoumw ~Iw 


warn ow 


TOTAL 5,480 80,214 66,839 


785 603 
1,079 954 
*2,.543 *2,224 


808 


— 
»230 


Factory Management & Mainte 
nance 
Food Industries 
Gas re 
Heating, Piping 
tioning 
Heating & Ventilating Magazine. 
Industrial Power 
The lron Age (w).... 
Machine Design 
Machinery 
Manufacturers Record 
Marine Engineering & 
Review 
Mass Transportation 
Metal Industry 
Metal Progress. 
Metals & Alloys. 
Mill & Factory 
Mill Supplies 
Modern Machine 
National Petroleum 
National Provisioner 
Oil & Gas Journal 
Oil Weekly (w) 
The Paper Industry.......... 
The Paper Mill (w). 
Paper Trade Journal 
Pencil Points 
Pit & Quarry 
Power 
Power 
Printing 
Railway 


Shipping 


Shop 
News 
(w) 
(w) 


(w).. 


629 
748 
439 


Commercial Car Journal 5 57 
Domestic Engineering 

Farm Implement News (bi-w)... 
Age 


Hardware 


1,016 
1,067 

872 
104 2,099 
64 1,029 


75 
63 
(bi-w) 

The Keystone 


905 
1,010 
691 
1,713 
818 


Jewelers’ Circular 
750 Mida’s Criterion 
415 Motor 
693 Motor 
Motor 
National 
Plumbing & 
Journal 


Age 


Grocers 


Southern Automotive Journal... 
Hardware 
Sporting Goods Journal 


Southern 


TOTAL 


Advertising Age 
American Funera! 
American 
Dental Survey 
Hospital 
Hotel 
Modern Hospital 
Modern Medicine 
Nation's Schools 
Oral Hygiene 

Trathe World 


TOTAL 

035 
607 
2,482 1,981 


issues 


Jududstrial Aduerlising HAGA Good Year 


@ INDUSTRIAI 


tinued its upward trend through 1937 


advertising con- 
and closed the year in that direction. 

The industrial classification, repre- 
sented by sixty-eight publications, 
rounded out the twelve months with 
a 20.01 per cent gain in display vol- 
1936. The gain in 1936 


over 1935 amounted to 21.45 per cent. 


ume over 


60 


December, 1937, issues carried 12.53 
per cent more display copy than those 
for the month a year ago. 

The trade group, based on reports 
of twenty-one publications, did 9.58 
per cent more display advertising busi- 
ness in 1937 than in 1936, which was 
above the gain of eight per cent made 


in 1936 over 1935. The increase for 


World Wholesale 
Bulletin 
Heating Trade 


Director 53 
Restaurant .. 


Management 
Management 


*Includes special issue 
tTwo issues 


521 
1,188 
611 
559 
431 


31 452 
72 1,224 
557 
674 
512 


64 


755 
555 
575 
371 


796 
611 
671 
368 


19,737 18,011 

Class Group 
89 1,488 

752 

694 

1,092 
‘ ‘ §234 
45 854 

1.070 

757 

434 

1,271 

897 


1,434 
688 
590 

1,058 

§246 
705 
972 
611 
340 

1,130 
840 


44 
87 


8,614 


686 9,543 


$Includes classified advertising. 
Fifty-three issues. 


December, 1937, issues over those of 
a year ago registered 3.48 per cent. 

Eleven class publications showed a 
10.78 per cent gain in display volume 
for the year compared with the 1936 
total, slightly below the 12.2 per cent 
1936 over 1935. The 
group held up firmly during the year 
and only in December did it show a 


increase of 


dip below 1936 monthly issues, when 
it dropped 4.41 per cent under De- 
cember, 1936. 
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... over all regular monthly 
industrial magazines during 


1937. 
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whe Companies Aduertised in 


comparative yearly volume 
figures on opposite page. 


DERN MACHINE SHOP during 1937 


T BALL COMPANY 
vE COMPANY 
vE PRODUCTS 
NDUSTRIAL CO 
MACHINE TOOL CO 
RG BEARING CO 
AY PUMP & EQUIP. CO 
FLEXIBLE COUPLING CO 
ele) meen 
TEEL WELDED TRUCK CORP 
EL PRESS CO., INC. 
CHALMERS MFG. CO 
CAN AIR FILTER CO 
CAN BROACH & MACH. CO. 
CAN ENGINEERING CO 
CAN GAUGE COMPANY 
CAN MACHINE & FORY. CO 
‘CAN SAW & MFG. CO 
CAN SWISS FILE & TOOL CO 
CAN TOOL WORKS CO 
COMPANY. 8B. C 
RSON BROS. MFG. CO 
= STEEL STOOL CO 
MACHINE & TOOL CO 
TO OILLESS BEARING CO 
TRONG.BLUM MFG. CO 
TRONG.BRAY & CO 
TRONG BROS TOOL CO 
INC. W. G. 
S AND COMPANY. E. C 
PRESS CO 
MOULDING & MFG. CO 
DRILLING MACHINE CO 


INC 


TE CORPORATION 

8R0S.. INC 
DR ELECTRIC. CO 
“'N-DUCKWORTH CHAIN CORP 
°.COLMAN COMPANY 
"S$ CO. INC. W.O 

"-CRAVENS CO 

4.0 


& CO. INC., JOHN 
5ACH MFG. CO. E. A 
4 MACHINE TOOL CO 
TT INSURED STEEL TREATING CO 
& CO.. CHARLES H 
LUBRICATING CORP 
oS & SPENCER CO 
STEEL COMPANY 
‘ DIAMOND SAW & MACHINE 
RKS. INCL 
“ & DECKER MFG. CO 
(MER be’ (oe) 


S 


BLANCHARD MACHINE CO 

BLANER CO. THE JOHN 

BLISS CO. E. W 

BOKER & CO. INC. H 

BOND CO., CHARLES 

BONNEY FORGE & TOOL WORKS 

BOYAR-SCHULTZ CORP 

BOYE & EMMES MACHINE TOOL CO 

BREMIL MANUFACTURING CO 

BREUER ELECTRIC CO 

BREWSTER CO. INC. WM 

BRIDGEPORT PATTERN & MODEL WORKS 

BROWN & SHARPE MFG. CO 

BUCKEYE BRASS & MFG. CO 

BUCKEYE PORTABLE TOOL CO 

BUFFALO FORGE CO 

BULLARD COMPANY 

BUNTING BRASS & BRONZE CO 

BURGESS BATTERY CO 

BURKE MACHINE TOOL CO 

BUTTERFIELD DIVISION. UNION TWIST 
DRILL CO 


CANEDY-OTTO MFG. CO 
CARBOLOY COMPANY 
CARBORUNDUM COMPANY 
CARLSON MFG. CO. C. H 
CARLYLE JOHNSON MACHINE CO 
CARPENTER STEEL CO 
CARSON-NEWTON CO 
CERRO DE PASCO COPPER CORP 
CHALLENGE MACHINERY CO 
CHELSEA FAN & BLOWER CO 
CHICAGO GEAR WORKS 
CHICAGO METAL HOSE CORP 
CHICAGO PNEUMATIC TOOL CO 
CHICAGO RAWHIDE MFG. CO 
CHICAGO RIVET & MACHINE CO 
CHICAGO WHEEL & MFG. CO 
CINCINNATI BICKFORD TOOL CO 
CINCINNATI ELECTRICAL TOOL CO 
CINCINNATI GEAR CO., INC 
CINCINNATI GRINDERS, INC 
CINCINNATI LATHE & TOOL CO 
CINCINNATI MILLING MACHINE CO 
CINCINNATI PLANER CO 
CINCINNATI! SHAPER COMPANY 
CIRCULAR TOOL COMPANY, INC 
CLEEREMAN MACHINE TOOL CO 
CLEMENTS MFG. CO., INC 
CLEVELAND FILE CO 
CLEVELAND TRAMRAIL, DIV. OF 
CLEVELAND CRANE & ENG. CO 
CLEVELAND TWIST DRILL CO 


COLONIAL BROACH ) 

COLONIAL BUSHINGS. INC 

COLUMBIA NUT AND BOLT CO 

COMET TOOLS INC 

COMMERCIAL CENTERLESS 
GRINDING CO 

SOMTOR COMPANY 

CONNECTICUT BROACH & MACH. CO 

CONTINENTAL MACH. SPECIALTIES 

COVEL-HANCHETT CO 

CRALEY MFG. CO.,.C.C 

CRESCENT ENGINEERING CO 

CROSS GEAR & MACHINE CO 

CRUCIBLE STEEL CO. OF AMERICA 

CULLMAN WHEEL CO 

CURRIER MFG. CO 

CUSHMAN CHUCK CO 


DALRAE TOOLS CO 

DANLY MACHINE SPECIALTIES 
DAVIS BORING TOOL CO 
DAVIS KEYSEATER CO 

DELTA MFG. CO 
DESMOND.STEPHAN MFG CO 
DETROIT BROACH CO 
DETROIT STAMPING CO 
DIEFENDORF GEAR CORP 
DISSTON & SONS. INC... HENRY 
DREIS & KRUMP MFG CO 
DRESES MACHINE TOOL CO 
o) th Bae) ee) 

DUMORE COMPANY 

DURANT MFG. CO 

DYKEM COMPANY 


EASTERN MACH. SCREW CORP 
ECONOMY MACH. PRODUCTS CO 
EDGEMONT MACHINE CO 

ETTCO TOOL CO., INC 

EVANS FLEXIBLE REAMER CORP 
> SO Ik em ee) 110) 7 Nile). 


FAFNIR BEARING CO 

FALCON TOOL CO 

FAMCO MACHINE CO 

FARREL BIRMINGHAM CO 

FEDERAL PRODUCTS CORP 

FELLOWS GEAR SHAPER CO 

FIRTH-STERLING STEEL CO 

FITCHBURG GRINDING MACH. CORP 

FLEXIBLE STEEL LACING CO 

FLEXROCK CO 

FLYNN MFG. CO 

FOOTE-BURT CO 

FOOTE GEAR WORKS 

FORD MFG. CO. M.A 

FORD MOTOR COMPANY 
{Johansson Div } 

FORMICA INSULATION CO 


FOSDICK MACHINE TOOL CO 
FULFLO SPECIALTIES CC 
FURNAS ELECTRIC CO 





Niele 
GARDNER MACHINE CO 
GENERAL ELECTRIC VAPOR LAMP CO 


GENERAL ENGINEERING & MFG. CO 
GENESEEE MFG CO 

GEOMETRIC TOOL CO 
GERSTNER & SONS. H 

GILMORE & CO. F. F 

GISHOLT MACHINE CO 
GODDARD & GODDARD CO 
GRANT MFG. & MACHINE CO 
GREAVES.KLUSMAN TOOL CO 
GREENERD ARBOR PRESS CO 
GREENFIELD TAP & DIE CORP 
GRINDING MACHINERY CO 
GROBET FILE CORP. OF AMERICA 
GWILLIAM COMPANY 


HAMILTON MANUFACTURING CO 
HAMILTON TOOL CO 

HANNIFIN MFG. CO 

HARDINGE BROTHERS INC 
HARNISCHFEGER CORP 

HARVILL INC. L HW 

HASKINS COMPANY. R G 
HEALD MACHINE CO 

HELLER MACHINE CO 

HEUSER MFG. CO 

HEVI-DUTY ELECTRIC CO 
HISEY-WOLF MACHINE CO 
HJORTH LATHE & TOOL CO 
HOBART BROTHERS 

1) 42) 3, OOM ms 

HOLO KROME SCREW CORP 
HOUGH ASSOCIATES THOMAS R 
HOVIS SCREWLOCK CO 

HUNT & SON. C. 8 

HUOT MFG. CO 7 


ILLINOIS TESTING LABORATORIES 
INDEPENDENT PNEUMATIC TOOL CO 
INDEX MACHINERY CORP 
INDUSTRIAL GEAR MFG. CO 
NGERSOLL MILLING MACHINE CO 
INTERNATIONAL MACHINE TOOL CO 


RH. ELECTRIC CO ; 
ACOBS MANUFACTURING CO 
ANETTE MANUFACTURING CO 
ARVIS CO. THE CHARLES L 
JOHNSON BRONZE CC 
OHNSON TOOL O 
JONES & LAMSON MACH. CO 
UNKIN SAFETY APPLIANCE CO 


KAR ENGINEER 
KARELSON N f 
KEARNEY & TRECKER CORP 
KING TAP & TOOL CO 


KINGSTON.CONLEY ELECTRIC CO 
KNIGHT MACHINERY CO. W. B 
KOCH TEST INDICATOR CO 
KOEBEL DIAMOND TOOL CO 


L-W CHUCK CO 

LAMINATED SHIM CO 

LANDIS MACHINE CO 

LANDIS TOOL CO 

LAUBER CO a 

LE BLOND MACH. TOOL CO. R. K 
a3 ee), eon ae) 

LEHMANN MACHINE CO 

LENNEY MACHINE & MFG CORP 
LIBERT MACHINE COMPANY 
LINCOLN ELECTRIC CO 

LINCOLN PARK TOOL & GAGE CO 
LINDBERG ENGINEERING CO 
LINICK. GREEN & REED 

LINLEY BROS. CO 

LOGANSPORT MACHINE. INC 
LOVEJOY FLEXIBLE COUPLING CO 
LUCAS & SON. INC. JL 

LUFKIN RULE CO 

LUMA ELECTRIC EQUIPMENT CO 
LYON METAL PRODUCTS 


M.B PRODUCTS 

MACHINISTS TOOL GRINDING CORP 
MANLEY PRODUCTS CORP 
MARBURG BROTHERS 


MARTIN TOOL & DIE WORKS J. E 
MASSACHUSETTS GEAR & TOOL CO 
MASTER MACHINE & TOOL CO 
McCROSKY TOOL ORP 


McGILL MFG CC 

McGONEGAL MFG O 

MELE CO. THE 

METAL SAW & MACHINE CO 
METALLIZING COMPANY OF AMERICA 
METZGAR COMPANY 

MICHIGAN TOOL CC 

MID-WEST PROD ENG. IN¢ 

MIDWEST TOOL & MFG CC 

MILLERS FAELS COMPANY 

MODERN COLLET*& MACH CO 
MODERN TOOL WORKS 

MONARCH MACHINE TOOL CC 
MORRIS MACHINE T | @) 

MORR ON MACHINE PR if TS 
MORSE CHAIN 
MORSE TOO 
MORSE TWIST DR 
MUMMERT. DIXON 
MURCHEY MACH & TO C 


NARRAGANSETT PRODUCTS CORP 
NATIONAL ACmg§& ) 

NATIONAL AUTOMATIC TOOL CO 
NATIONAL TOOL SALVAGE CO 
NATIONAL TWIST DRILL & TOOL GO 
NICHOLS WH 

NICHOLSON & CO, W.H 
NICHOLSON FILE COMPANY 
NORGREN CO. INC. C_A 
NORMA.HOFFMANN BEARINGS CORP 


NORTH BROS. MFG CO 
NORTON COMPANY 
NUMBERALL STAMP & TOOL CC 


OAKITE PRODUCTS. IN 
ODIN UNIVERSAL ORP 
OILGEAR COMPANY 

OLIVER INSTRUMENT CO 
OLIVER MACHINERY CC 

OSGOOD HANDLE O.-5..% 
OSTER MANUFACTURING C 


PARENT METAL PRODUCTS 
PARKER KALON ORP 
PEERLESS MA : 
PHOSPHOR BRONZE SMELTING CO 
PITTSBURGH STAMP COMPANY 
PORTER-CABLE MACHINE C 
PORTER MACHINE e 

PRATT & WHITNEY 

PRECISION TOO 

PREIS ENGRAVING MACH CO. HP 
PRESTO TOOL CO 
PROCUNIER SAFETY 
i] -1@)0)0 On @) ms 2@)0)| Oe) 
PRODUCTION MACHINE CC 
PROGRESSIVE TOOL & CUTTER CO 
PROSSER & SON. THOMAS 
PROVIDENCE ENGINEERING 
PUINAM TOOL CO . 
PYROMETER INSTRUMENT CO 


. 


HINE 


CHUCK CO 


WORKS 


R & L TOOLS 
RACINE TOOL AND 
RAHN LARMON 
RASMUSSEN MACHINE CO 
READY TOC 

REED.PRENTICE RF 

REED SMALL TC WORKS 
Rt.CH MEG re) R 
REISING 
REM 10) 8 T 91:1; 
RENU TOC OMPANY 


REPUBLI MACHINERY 


SER wae 


ALES CO 
REPUBL PROD OrP 
RHOADS & SON 


RICHARDSON MPANY 

RICKERT- SHAFER 

1/0 1C) OO) Gare) 

RIVETT LATHE & GRINDER INC 
ROBBINS ENGINEERING CO 
10101450) 10e) Ge om Oem oer 
ROEBLING’S SONS CO, JOHN A 
ROGERS MFG. CO. DAYTON - 
ROGERS & COMPANY. SAMUEL C 
ROSS OPERATING VALVE CO 


ROTARY FILE CO 

ROTARY FILE CO. THE 

10) (0) art] mnie 1@) eee) 

RUSSELL ELECTRIC CO 
RUTHMAN MACHINERY CO 
RYERSON & SON INC JOSEPH 


S & So MACHINE WORKS 
SCHAUER MACHINE CO 
SCHERR COMPANY. GEORGE 
SCHMIDT. INC. GEO T 
SEBASTIAN LATHE: CO 
SELLERS & CO. WM 

SENECA FALLS MACH. CO 
SERVICE CASTER & TRUCK CO 
SEVERANCE TOOL MFG. CO 
SHEFFIELD GAGE CORP 


SHEPARD NILES CRANE & HOIST CORP 


SIONEY MACHINE TOOL CO 
SIEWEK TOOL CO 

SIMONDS SAW AND STEEL CC 
SKILSAW_ INC 

SKINNER CHUCK CO 

SMIT & SONS INC. J. K 
SMITH & MILLS CO 
SOCONY-VACUUM OjlL CO 
SOUTH BEND LATHE WORKS 
SPEEDWAY MFG CO 

SPRING WASHER INSTITUTE 
STACKBIN. CORPORATION 
STANDARD ELEC. TOOL CO 
STANDARD GAGE COMPANY 
STANDARD Olt 
STANDARD PRESSED STEEL CO 


T 
' 


COMPANY. (Indiana) 


STANDARD SHOP EQUIPMENT CO 


STANDARD TOOL CO 

STANLEY WORKS 

STAR MACHINE & ENG CORP 
STARK TOOL CO 

STARRETT COMPANY L. § 
STEEGE MACH CO. W. | 
STERLING GRINDING WHEEL CC 
STEVENS IN @lein mn: 
STRAND &4&CO NA 

STRIPPIT CORPORATION « 


STRONG AR FR HAMMOND 


ror 


STURDIMAT 
SUN C co 


OrsPAhyY 


SUNSTRAND MACHINE TOC cr 


. INEN PR 


, 
SUPER TC . 


aieltinie 


rAPANY 
mAPANY 
TAYLOR MACHINE CC 
FXAS COMPANY 
THOMPSON.BREMER & CO, 
THOMPSON GRINDER co. 
THREADWELL TAP & DIE CO 
TIMKEN ROLLER BEARING CC 
TITAN TOOL CC 
TOLHURST DIVISION 
MACHINE & METALS CORP 
TOMKINS. JOHNSON CO 


TRANSPORT UNITS CORP 
TROYKE ALFRED A 
TUCKER INC. W W &C F 


UNION DRAWN STEEL CO 
J) S$ AUTOMAT 
UNITED STATES DRILL HEAD CO 
JNITED STATES ELEC. TOOL CO 
UNITED STATES MACH 
UNITED STATES PRODUCTS CO 
NIVERSAL ENGINEERING CO 


va PRESS CO 
VACUUM ( 
VANADIUM-ALLOYS STEEL CO 

VAN NORMAN MACHINE TOOL 


AMERICAN 


C BOX MACH CO 


TOOL CC 


UP METAL PULLEY CO 


VARICK MACHINE & TOOL WORKS 


VASCOLOY-RAMET DIV 
ALLOYS STEEL CO 


VICTOR SAW WORKS 
VINCENT STEEL PROCESS CO 
VINCO. TOOL CO 

VITAVOX MPANY 


WADE INSTRUMENT CO 
WALKER CO. INC. O $ 
WALKER.TURNER CO 

WALLS SALES CORP 
WALTHAM MACHINE WORKS 
WALT ee YMPANY 
WARDWE MFG CC 
WARNER & SWASEY CO 
WATTS BROS TOOL WORKS 


~ 


WELDON TOOL COMPANY 
MFG CORP 

WESSON MPANY 

WEST TT H ae 

WESTERN TOOL AND MFG C 

WETMORE REAMER '@) 

WHEEL TRUEING TOOL C 


WHEELOCK Via Ohan Tale 


WHITE DENTAL MFG CO.S § 


VANADIUM 


WHITNEY HAIN & MEG 
WHITNEY METAL TOOL CO 
WICA Wy Vaneli sl mee) ‘1: 
WILLIAM 4 4 
WILMINGTON FIBRE SPECIALTY C& 
‘ M HANICAL INSTRUMEN 
WINTER BR 
WRIGHT HIB 9 TRIA 

R wi 

rT Tehiel a 

ALE & vt MA 
YOH SUF Y i Wr Ss 
Y MAAN A ' > 
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HEAT TREATING 
F ORGI NG 


The only publication 
which 


serves metallurgists 


specifically 


and production execu- 
tives in heat treating 
and forging plants and 
departments. 


Published by 


STEEL PUBLICATIONS iNC. 
108 Smithfield St. Pittsburgh, Pa. 


Heat Treating 
and Forging 


“MEAT TREATING (COO OIFFERENT Faets 


Serfac Combustion 











A DIRECT ROAD TO 
STEEL MILL BUYING POWER 


BLAST FURNACE AND STEEL 
PLANT has only one destination 
—key men in the steel plants. 
Over 90 per cent of the 
country's steel mill operating 
officials and engineers subscribe 
to this publication. 


For profitable steel mill sell- 
ing in 1938, use the advertising 
pages of BLAST FURNACc 
AND STEEL PLANT. 


STEEL PUBLICATIONS... 


108 SMITHFIELD ST. 
PITTSBURGH, PENNA. 
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NLA. A. News 


What local chapters of the National Industrial 
Advertisers Association are doing and thinking about 





N.LA.A. Conference Set for 
Sept. 21-23 at Cleveland 


The sixteenth annual conference of the 


National Industrial Advertisers 
tion will be held at 


Associa 
Cleveland, Sept 


21-23. Industrial Marketers of Cleveland, 


local chapter > will be host to the conven 
tion, with Stanley A. Knisely, director of 
advertising, Republic Steel 
general conference chairman 


Initial Distribution of 
Publishers’ Forms Made 


The new publishers’ 
designed by the N. I. A. A. have been 
distributed to the entire membership of 
the association and to more than 1,200 
publishers of business papers, according 
to Louis J. Ott, advertising manager, 
Ohio Brass Company, Mansfield, O., and 
chairman of the committee to promote 
the use of the forms Publishers recely 
ing the forms were asked to have the re- 
vuired information compiled and ready 
upon request not later than 


Statement torms 


release 
Aug. 1 

The committee which drew up the 
forms after four years of study and col- 
laboration with advertisers, publishers and 
agencies, prepared separate forms for 
ABC, CCA, unaudited, and political and 
religious publications, differing chiefly 
only on points in reference to methods 
used to obtain and maintain circulation 
The reason for establishing the forms was 


to provide industrial advertisers a stand- 


Corporation, 


ard of information on which the relative 


aerits of publications might be judged 
and compared 
The introduction of the forms, accord- 


ing to those in back of the movement, is 
not to be considered in any sense a re- 
flection upon ABC or CCA, but essen- 
tially a standardization of information 
about publications, regardless in which of 
the four classifications they fall. 

The N. 1. A. A. forms do, however, 
bring out information not required by 
ABC or CCA audits in respect to a pub- 
lication’s background as to rates, adver- 
tising policy and editorial qualifications. 
In addition is the request for breakdown 
of circulation by counties, except in those 
counties in which the circulation is less 
than one per cent of the total for the 
state. The county breakdown, however, 
is optional until Jan. 1, 1939 

The new forms are the center of much 
conversation and correspondence in the 
industrial advertising field at the present 
time. Generally, the forms are acceptable 
to all factors. The chief objection among 
the business paper publishers, and this is 
observed to be mainly among smaller 
publishers, is to the county breakdown of 
circulation on the basis that, first, it is 
costly to establish and maintain, and sec- 
ond, that such a fine definition of circu- 
lation is unnecessary in the industrial mar- 
keting field 

It is the thought of the N. I. A. A 
committee that the forms will not impose 
a burden upon the majority of business 
papers, because the information which 
must be provided in them has been re- 





Taking a curtain call is the cast of “Luck of the Whipplethrushs,” 


real ol’ 


fashion mellerdramar which featured the Christmas party of Cincinnati Asso- 
ciation of Industrial Marketers: (Left) Villian Silas van Trap, John Koch, 
"Modern Machine Shop”; Pa Wipplethrush, Luke Murdoch; Ma Wipplethrush, 


Herman Klein, Cincinnati Milling Machine Company; Ernestine, Al B. 
Bicknaver, The Bohnett Company; Jack Dalton, Gene Schwarber; Santa 
Claus, Howard K. Kenyon, Armco Culvert Manufacturers Association 
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The TIAD club, the name dubbed itself by the Toledo Industrial Advertisers, chapter of the National Industrial Ad- 


vertisers Association, turned out in full force last month for the McGraw-Hill Dog and Pony Show—or in professional 
anguage, the ABC's of Industrial Advertising—and the camera man made this record of the gala night in Toledo 


ured for a number of years by some ad- 

ertisers, including The New Jersey Zinc 
Company, National Carbon Company and 
General Electric Company, on similar 
rms which these companies have used 
vithin their own organizations. 

It can be said that many publishers’ 

epresentatives and their own direct sales 
en have welcomed the forms as a means 
f simplifying the job imposed on them 
when detailed information concerning 
their publications is requested by adver 
tisers. The N. I. A. A. forms leave no 
juestion as to just what points the ad 
vertiser wants made clear in evaluating 
1 publication and provide him with the 
jata in a concise, compact and logical 
form, the proponents assert 


Giles Will Pilot 
Pittsburgh in ‘38 


Ernest T. Giles, vice-president, 
Ketchum, MacLeod & Grove, Inc., Pitts: 
burgh agency, was elected president of 
the Industrial Ad- 
vertising Council 
f Pittsburgh, Dec 
2, succeeding A. E. 
Hohman, Blaw- 
Knox Company 
David A. Wolff, 
advertising mana- 
ger, Edwin L. Wie- 
gand Company, be- 
omes vice ~ presi- 
lent of the organi- 
zation and Elliott 
G. Johnson, adver- 
ising Manager, 
Homestead Valve 
Mfg. Company, E. T. GILES 
Coraopolis, ra. 
secretary-treasurer. 

Directors elected for the ensuing yea: 
ire: W. S. Nathan, Construction Special- 
ties Company, and A. E. Hohman, active 
directors, and I. H. Bloom, Direct Mail 


Service, Inc., associate director 


Toronto Moves for 
Publication Standards 


Following a study and discussion of 
Canadian business publications at its Dec 
2 meeting, the Industrial Advertisers As- 

ciation of Ontario, Toronto, agreed that 

» method exists to determine the amount 

reader interest in these publications 
ind a committee was appointed to in- 
estigate the possibility of setting up ma- 
hinery to determine the matter 

The meeting recommended to its publi- 
ation committee that page sizes of busi- 
ess papers be large enough to accommo- 
jate standard 7x10-inch advertisements 
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“INGENIERIA INTERNACIONAL— 
we are sure is the best publication 


for these countries ..--- 


anda & De Roux. - 
South America—agents “down an oe e os 
i to their factory- 
pany—have written 
pose “because INGENIERIA INTERNACIONAL 
r tors, it is the best 


Cali, Colombia, 


That's what Marul war 


also say th 
is read by the 
advertising mediu 
ing and Industry.” 


engineers and contrac 
m to sell Latin-American Engineer 


INGENIERIA INTERNACIONAL 

since 1919 the only Spanish a 
guage journal published in the Unite 
or Latin-American engi- 
influences the 
chnical methods 


rosper- 
and implement of Pp ” 
Europeon competition '- 
s disadvantage. 









INGENIERIA 


INTERNACIONAL 


selustria 


States solely f 


neering and industry. 


adoption of American te 
s in a score 





et 
Revista de lngeniert4 Comstruecion ¢ 















ous nations. 
day is not at an obviou ' oped 
Now is the time for you to intrenc : - 
any in these desirable markets. 


in- 
To introduce your — sae 
crease established business—acv 


AL. Mar- 
i RIA INTERNACION 
nag ry ls of our supple- 


bligation upon 


comp 


ket data and detai 


mentary service without 0 


request. 

































Over 90% of our advertisers 
have used Telephone Engineer 
continuously for over 3 years, 
with constantly increasing space. 








TéLEPHONE ENGINEER 


185 N.WABASH AVE. 
CHICAGO ILLINOIS 


DO YOU SELL TO PLANTS? 
The miik company that bottles the milk that is 
delivered to your door each morning operates 
a PLANT. Milk Plants use and buy PLANT 


sae lating mae Milk Plant 
Monthly 


kers, paints, boilers, air 
conditioning apparatus, 


s 327 So. LaSalle St. 
etc., ete Write for copy. 


CHICAGO 





@ PATENTS and 
@ TRADE MARKS 


Protect your most valuable assets. Expert 
service. Prompt attention. Write 


LESTER L. SARGENT 
Registered Patent Attorney 
N. W., 


1115 K St. Washington, D. C. 














Display used by F. W. Pensinger, advertising manager, Landis Tool Company, 


Waynesboro, Pa., 


to illustrate his talk before Eastern Industrial Advertisers, 
Philadelphia, Dec. 10, on “Selling with Aid of Photographs.” 


Here are shown 


progressive steps from photograph through layout, to finished application 





and that no inserts be included which are 
printed on stock of greater weight than 
the cover. 


Coutant Tells Indiana 
About Orderly Marketing 


The December meeting of the Indiana 
Association of Industrial Advertisers was 
held jointly with the Indianapolis Adver- 
tising Club to hear Frank Coutant, Brown 
& Tarcher, New York, talk on “Orderly 
Marketing.” Mr. Coutant contrasted the 
effectiveness and logic of planned and di- 
rected marketing with what he termed 
“silly selling,” or going into the market 
without knowing all the facts 








plans. 





The Preferred publication in the furniture 
manufacturing and wood working industries, a major industry 
that should be included in your 1938 industrial marketing 
Write for new reader interest survey. 








Publication office, 431 South Dearborn St., Chicago, Ill. 
Phone 7-9043. New England office, 1501 Beacon St., Brookline, Mass.; Phone Aspinwall 8480. 


New York office, 152 W. 42nd St.; 














RICKARD and COMPANY 


Incorporated 


ADVERTISING 


3230 WEST 42ND ST., 


NEW YORK 


1912-1937 


25th Anniversary Year 
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Lovekin Again Elected 
President at Philadelphia 


Raymond E. Lovekin, president, R. E 
Lovekin Corporation, Philadelphia agency, 
was elected president of Eastern Indus- 
trial Advertisers, 
Dec. 10, succeeding 
Roland G. E. UIl- 
man, president, R 
G. E. Ullman As 
sociates. This is 
Mr. Lovekin’s sec- 
ond term as presi- 
dent of the Phila- 
delphia chapter of 
the N.I.A.A., hav- 
ing served in 1934. 

Other officers 
and directors elect- 
= for the ensuing 

year are: Vice- 
President, Jesse 
Harlan, Yale @ 
Towne Mfg. Company; secretary, Frances 
M. Suarez, Philadelphia Quartz Company; 
treasurer, M. K. Wright, Baldwin Loco- 
motive Works 

Directors: Douglas C. Miner, E. F 
Houghton & Co.; Joseph F. Sullivan, 
Brown Instrument Company; M. R. Budd, 
Hercules Powder a ay 8 Wilmington, 
Del.; R. M. Shaw, Jr., S. Pipe & Foun- 
dry Company, oat whe N. J.; Louis A. 
Cleaver, F. W. Dodge Corporation; A. B 
Wheeler, McGraw-Hill Publishing Com- 
pany; Walter A. Fox, Fox & Mackenzie; 
Louis Rubin, Temple Press; and R. G. E. 
Ullman. 

The program for the evening was de- 
voted to the subject of photographs and 
an exhibit of work done by local indus- 
trial photographers. F. W. Pensinger, ad- 
vertising manager, Landis Tool Company, 
Waynesboro, Pa., related his experiences 
when engaged in making and selling ad- 
vertising illustrations. Considerable inter- 
est was registered in an illustration of 
bubbles which he made by photographing 
a crumpled piece of aluminum foil out of 
focus, in which the points of light thus 
thrown out of focus became circles of 


light which similated bubbles 





R. E. LOVEKIN 


Dealers Don't Influence 
Selection of Media 


Buyers of industrial advertising rely 
on their own decisions in the selection of 
business publications for advertising, and 
the influence of the dealer or distributor 
in this selection is a negligible factor, al- 
though some advertisers ask their dealers 
for recommendations. That is the con- 
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usion drawn from a survey on the sub- 
ct recently completed by the Industrial 
Advertising Council, Pittsburgh chapter 
fthe N. 1 A.A 


Blake Succeeds 
French at St. Louis 


L. C. Blake, advertising manager, Cur- 

Pneumatic Machinery Company, was 
ected president, Industrial Marketing 
Council of St. 
Louis, Dec. 30, 
succeeding Oak- 
leigh R. French, 
head of the agency 
bearing his name 
Mr. Blake was for- 
merly vice - presi- 
dent of the St. 
Louis chapter of 
N.LA.A. 

Carl B. Dietrich, 
advertising mana- 
ger, Wagner Elec- 
tric Corporation, 
who has __ served 
I.M.C. as secretary- 
treasurer fora 
number of years, has been elected vice- 
president. C. W. Bolan, advertising man- 
ger, Carter Carburetor Corporation, suc- 
eeds Mr. Dietrich as secretary-treasurer 





L. C. BLAKE 


California Puts on 
a Ghost Act 


Expansion tactics in the field of sales 
promotion and advertising for the mythi- 
cal “Industrial Marketers of Northern 
California, Inc.," were the theme of the 
meeting of I.M.N.C., held in San Fran- 
cisco, Dec. 16. The hypothetical corpo- 
ration has been set up to give point and 
force to consideration of selling and mer- 
chandising methods. 

On supposition that the putative manu- 
facturing enterprise had been firmly 
launched in the San Francisco Bay re- 
gion, procedure was outlined for expan- 
sion into new, nearby’ metropolitan 
markets. 

The speakers were Herbert A. Sawin, 
Yuba Manufacturing Company, and Nor- 
man F. D’Evelyn, of D’Evelyn & Wads- 
worth, advertising agency. The former 
presented ways and means of establish- 
ing new markets for a product sold di- 
rectly by the manufacturer, with utiliza- 
tion of agents in remote areas, and the 
latter covering the steps taken when dis- 
tributors and dealers were the outlets for 
development of business. 

True to the concept of the organiza- 
tion more time was allotted to the dis- 
cussion generated by the set talks than 
to the talks themselves. 

At each meeting an appropriate book 
is reviewed by the member fortunate 
enough to become its possessor at the pre- 
ceding session. Accordingly, R. A. Bal- 
zari, president, McGraw-Hill Company of 
California, had the assignment of review- 
ing “Principles of Advertising” by H. K. 
Nixon. 


Ad Clinic Features 
New Jersey Xmas Meeting 


A round-table advertising clinic fea- 
tured the December meeting of the In- 
dustrial Marketers of New Jersey. Walter 
H. Anderson of Babcock & Wilcox, New 
York, headed the group which discussed 
rt, layout and copy. The advertising 


department management group was led 
by Walter Nettleton of Worthington 
Pump & Machinery Corporation. Her- 
bert V. Mercready, Magnus Chemical 
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Company, discussed sales letters. J. S. 
Cawley of Factory Management and 
Maintenance and Gerald Monaghan of 
Worthington Pump also participated in 
the program 


Hicks Pilots Another 
Big TPA Xmas Party 


The annual Christmas party of the 
Technical Publicity Association, New 
York, held at the Engineers’ Club, Dec. 
10, was one of the most successful ever 
staged by the organization, with an at- 
tendance of nearly 200 members and 
guests. 

Forty-one publishing organizations were 
listed in the program as contributing 
financially to the entertainment program, 
while the National Process Company do- 
nated the announcement and the printed 





three-color program of the evening. A 
number of others assisted the committee, 
headed by Marvin D. Hicks, Fortune, as 


chairman, in arranging the festivities. 





‘ Brooks Opens Own Agency 


A. R. Brooks, formerly in the copy and 
plan department of Emil Brisacher & Staff, 
Los Angeles, has opened the Brooks Ad- 
vertising Agency with offices in the West- 
ern Pacific Building, Los Angeles. 


American Seating Appoints 
American Seating Company, Grand 
Rapids, Mich., has appointed Roche, Wil- 
liams & Cunnyngham, Chicago, to handle 
its advertising. Business papers will . be 
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Here is, indeed, an experienced ad- 


vertiser. Established in 1827, The 
Joseph Dixon Crucible Company has 
been advertising continuously almost 
ever since. They had several advertis- 
ing agencies before they appointed us 
in 1931, but none had ever handled 


their industrial products. 


The continued employment of our 
services is an indication of what this 
client thinks of our work. Throughout 
the years that Dixon advertising has 
been our responsibility, they have found 
ways to increase the sale of old prod- 
ucts and to introduce new ones. 
Through contacts with a Vice Presi- 
dent, the Sales Managers of two de- 
partments and the Advertising Man- 
ager, we have completely demonstrated 
that real cooperation and effective help 
are available through this agency even 
for a business that requires thorough 
understanding of wide industrial mar- 
kets and the way to sell in them 


0. 8S. TYSON 


AND COMPANY, Ine. 
CLASS & INDUSTRIAL 
ADVERTISING 
Branch Office : 


3701 Broad St. 
Phila., Pa. 


General Offices: 
230 Park Ave. 
New York, N. Y. 





Member A. A. A. A. 
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Milestones 


in Publishing 


On Dec 74m Shoe and Leather Re 
porter published its eightieth anniversary 
carrying 208 pages including a 
double cover The outside cover, depart 
ing from the usual standard design which 
followed, was done in blue and gold fea 
turing a drawing of Mercury 

“In choosing Mercury as the symbol for 
the cover design and page decorations of 
this 80th Anniversary Number,” the edi 
torial page explained, “we had in mind 
its pictorial quality, the sense of move 
ment and the flight of time which it sug 
gests, and incidentally its classic beauty 
as a work of art appropriate to such an 
unusual event as an 80th Anniversary 
Equally important is Mercury's fame as 
a symbol of perennial youth, a character 
istic which it is the hope of the Reporter 
to personify as it enters its second eighty 
years.” 

The issue carried a detailed history of 
the founding, development and growth o! 
the leather and shoe industry in this cour 
try. Many pictures were reproduced re 
counting scores of interesting and histori 
cal events down through the years. A 
“Scroll of Fame” with dates from 1632 
recognized the men who contributed out- 
standing inventions, processes and meth- 
ods to the industry and “The Honor Roll 
of the Industry” listed companies twenty- 
five years or older who have played an 
important part in the growth of the in- 
dustry. The oldest is Winslow Bros. & 
Smith Company, Norwood, Mass., estab 
lished in 1776. with copy in the issue 
E. D. Brooks Company which advertised 
in the first issue of the publication also 
was represented ° 


Aero Digest for December carried the 
largest advertising section devoted to a 
single company ever to run in an aero- 
nautical publication, unsolicited by the 
publication itself. This was a twenty-page 
section on the new Curtiss Army P-36-A 
Pursuit plane and the Curtiss Constant 
speed propeller. Five pages were devoted 
to a description of the plane and pro- 
peller, and the other fifteen pages were 
made up of a page of Curtiss advertising 
and nineteen other companies who sup- 
plied parts. The Curtiss company ad- 
vised their vendors of the proposed sec- 








issue, 


tion and nineteen volunteered to par 
ticipate 
Domestic Engineering for December 


carried a special article giving a compari- 
son of prices and relative values of plumb- 
ing and heating equipment in 1926 and 
1937. Six pages were devoted to a pic 
torial presentation of major items used in 
these fields and a point by point com 
parison which could be used effectively 
by the trade in combatting talk of high 
prices in the building field 


The 352-page Dec. 30 issue of The Oil 
and Gas Journal, known as the interna- 
tional edition with portions of editorial 
and advertising printed in Spanish and 
Portuguese as well as English, carried as 
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a supplement a 48x32-inch map of the 
world lithographed in four colors showing 
location of oil producing fields, refining 
centers, pipe lines and tanker routes 


The December Product Engineering 
carried a four-page section with illustra- 
tions printed in full color in connection 
with an article on “Porcelain Enamel Col- 
* The article pointed out the vast 
possibilities of applying many 
products by this process 


® 
Hitchcock's Machine Tool Blue Book, 


Chicago, has increased its size to the stan- 
dard pocket size of 544 by 734 inches, 
with a increase from $55 to $75 a 


page 
e 


Montreal, marked its 
fiftieth anniversary in December. The 
publication ranks as the oldest French 
trade publication in Canada 


The Gasoline Retailer announced a rate 
increase of ten per cent effective Dec. 31, 


1937 


ors 


color to 


rate 


Le Prix Courant, 


Department of Commerce 
Issues Two New Booklets 


The Bureau of Foreign and Domestic 
Commerce has issued a study of “The 33 
Industrial Areas of the U. S.,” from data 
gathered by the Bureau of the Census in 
the 1935 and 1933 Censuses of Manufac 


tures 

The Bureau has also issued “Check 
Sheet—lIntroduction of New Industrial 
Products, Revised 1937. This publica- 


tion is also useful in checking operations 
and policy changes on established lines 


Stanley T. Scofield Dies 


Stanley T. Scofield, assistant to the 
vice-president, United States Steel Cor- 
poration, died in Chicago, Nov. 30. Mr. 
Scofield was fifty-three years of age and 
was formerly general advertising and sales 
promotion manager of Fairbanks, Morse 
& Co. He joined the Steel corporation 
in 1933 and directed the vast market re- 
search job which served as the basis for 
realigning the corporation’s marketing ac- 
tivities. 


Cheltenham Named 


Green Fuel Economizer Company, Bea- 
con, N. Y., manufacturer of power plant 
apparatus, has engaged Cheltenham Ad- 
vertising, New York, te handle its ac: 
count. Industrial publications and direct 
mail will be used. Baxter Pickering is ac- 
count executive 


Rauch Promoted by M-R 
Charles W. Rauch has been appointed 


advertising manager of Marlin-Rockwell 
Corporation, Jamestown, N. Y. He has 
been with the company in charge of pub- 
licity and special engineering service for 
about fifteen years 


Mehr Made Advertising Director 


Joseph Mehr has been appointed adver 
tising director of Modern Brewer. Mr. 
Mehr has been with the publication since 
its inception, and has for many years been 
associated with the publishing business. 
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advertising thought and study.”’ 


WHAT IT DOES — ‘N144 me 00 pretense of serving pre 


digested data to the waiting intellects of inert 
but expectant advertising managers. It does, however, act as an 


agency through which new ideas and old may be studied, exchanged 





and made available for general use.” 


These are the exact words of F. O. Wyse, President of 
the Association. Again quoting him—‘'They are served 
best, who do not sit and wait.” Hence, the coupon. 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


100 EAST OHIO STREET . : CHICAGO, ILLINOIS 
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256. Making Industrially-Used 
Products Easier to Buy. 
Organized buying information is 
the theme of this booklet which in- 
cludes details of standard catalog de- 
sign as to format and content; what 
manufacturers’ catalogs should in- 
clude; and the three steps which pre- 
cede most industrial buying, which 
emphasizes the importance of main- 
taining buying information in offices 
of potential buyers. 


257. Thirty-two Success Stories. 
Relating the experiences of equip- 
ment manufacturers in selling to the 
electronic industries. Compiled by 
Electronics. 
258. Showmanship . Today’s 
Formula for Selling. 
Emphasizing the part motion pic- 
tures and particularly sound pictures 
play in showmanship in selling and 
how they may be applied to typical 
marketing and promotion problems. 
The booklet also tells how to mer- 
chandise the film to get the best re- 
sults. Prepared by Bell & Howell 


Company. 


259. Southern Business — How to 
Get It! 

A folder distributed by Manufac- 
turers Record showing the number of 
manufacturing establishments, value 
of annual output, expenditures an- 
nually for raw materials, fuel and 
power, annual pay roll and productive 
capacity of the South and Southwest. 


260. The No Men. 

A primer style booklet explaining 
the buying influences in the building 
market. Issued by The Architectural 
Forum. 


252. The Railway Market and Sales. 

This colorful and graphically illus- 
trated booklet gives factual market in- 
formation regarding the various 
branches of railway activity and points 
out the considerable volume of railway 
buying that is needed. It also dis- 
cusses railway buying procedure. _Is- 
sued by Simmons-Boardman Publish- 
ing Corporation. 


218. Markets in the Milk Field. 


A series of surveys by Milk Plant 
Monthly on the market for water- 


proof cement for concrete floors in 
milk plants, and the markets for 
orangeade, plant and salesman-driver 
uniforms, and water and acid-proof 
paints in the milk field. 


214. The Resale Market in 1937. 

A report on a Product Engineering 
survey made to determine the per- 
centage of companies considering vari- 
ous parts, materials and finishes for 
their new models in 1937. 


236. Organized Buying Information. 

This illustrated booklet issued by 
Sweet’s Catalog Service offers three 
definite suggestions each for catalog 
content and catalog format and shows 
the trend toward cover catalogs in pre 
filed catalog services. 


The Guess Work Eliminated for 
the Buyer of Advertising. 

An analysis of more than 11,000 
cards returned from readers of Mod- 
ern Machine Shop, showing their clas- 
sifications by titles, reader interest and 
market coverage of the publication. 


203. 


222. Air Conditioning Trends. 

A monthly bulletin to interpret the 
sales side of the air conditioning in- 
dustry presenting trends and market 
conditions. Published by Heating, 
Piping and Air Conditioning and 
American Artisan. 


219. Survey of Industrial Buying. 
Report of a survey by Prof. Hugh 
E. Agnew, Chairman of the Depart- 
ment of Marketing, Grade School of 
Business Administration, New York 
University, in order to furnish an im- 
partial factual study of industrial pur- 
chases of supplies, machinery and 
equipment. Shows division of pur- 
chases direct and through distributors. 
Published by Mill & Factory. 


229. Hundreds of Thousands of 
Reasons Why. 


This prospectus shows how 1,500,- 
000 names give complete coverage of 
the major industrial markets, and em- 
phasizes that efficient selling by mail 
depends upon the completeness and 
accuracy of the lists employed. _Is- 
sued by McGraw-Hill Publishing 
Company. 
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